ENGLAND 3 
031,400 Wired Homes 
Increase 


WEST SOUTH CENTRAL 
Now 1,229,000 Wired Homes 
6.35% Increase 
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AN EXC 


OFFERS YOu 


LUSIVE, , POWERFUL 


SALES WINNING STORY 


Adz Last! There's “something new 
under the sun’’—something entirely 
different, something vastly better — 
and Apex has it! It's air-conditioned 
and frozen storage refrigeration. 
And it's yours to sell in 1938! 


No longer need you stress gadgets 
or tell the same story your competi- 
tor is telling. With Apex you stress 
entirely new advantages of modem 


refrigeration—exclusive advantages 
that other refrigerator dealers can- 
not claim. Fewer prospects leave 
your store unsold—and greater 
become your profits. 


Investigate Apex at once. Be the 
first in your town to capitalize on 
this refrigerator sensation of the year. 
Write, wire, or ‘phone today for full 
franchise particulars. 


APEX ROTAREX CORPORATION « Cleveland, Ohio 


Subsidiary of THE APEX ELECTRICAL MANUFACTURING COMPANY 


West of Denver 
APEX ROTAREX MFG. COMPANY. Oakland, Cal. 


In Canada 


CANADIAN RADIO CORP., LTD., Toronto, Ont. 


APEX HAS AIR CONDITIONING IN 19 


Cold crisp air with natural humidity circulates freely over and o 
foods. No need for covered dishes. Foods last longer, keep fre 


APEX HAS FROZEN STORAGE IN 15 


Fresh meots, vegetables, or fruits purchased in q y ot substonti 
ings moy be stored here for ths. Holds equivalent to 55 Ibs. of 


KEEPS FOODS FOR MONTHS 
ELIMINATES COVERED DISHES 
REDUCES DEFROSTING 
LOWERS BACTERIA COUNT 
FOODS TASTE BETTER 
GREATLY INCREASES SAVINGS 


| 
WRITE WIRE OR PHONE TODAY FOR FULL FRANCHISE PAR es FOR YOUS 
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Acknowledgment 


S an example of the cooperation for which 
the electrical appliance trade is noted, we 
point with pride to this very issue of 
Electrical Merchandising. 


For this 17th Annual Statistical Num- 
ber is only possible because of the assistance 
received from hundreds of companies, indi- 
viduals and associations. An assistance will- 
ingly rendered because of the high value set 
by all elements of our industry on a statistical 
record of its progress from year to year. 


Help on this job came to us from every 
division of the trade. Eight hundred and 
twenty appliance retailers, electrical specialty 
and contractor dealers, department stores, 
hardware stores, furniture stores, cooperated 
by reporting important data on major appli- 
ances. One hundred and twenty utility com- 
panies gave us a complete breakdown on air 
conditioning sales in their communities. 
Local electrical associations and utilities fur- 
nished detailed information on important 
regional and local markets. The staffs of the 
Edison Electric Institute, National Elec- 


trical Manufacturers Association, American 
Washing Machine Manufacturers Associa- 
tion, Vacuum Cleaner Manufacturers As- 
sociation have supplied figures and checked 
estimates. Where association figures do 
not cover the whole production in the 
field, individual manufacturers have fur- 
nished us with confidential figures to com- 
plete the national production figure. Our 
contemporary, Air Conditioning and Refrig- 
eration News, has shared its information on 
refrigeration sales and saturation. One large 
manufacturer that makes a valuable and ex- 
pensive annual survey on buying preferences, 
has generously made this useful data avail- 
able to the whole industry through our pages. 


Our own editorial and research staff has 
spent over two months on this job of as- 
sembling, tabulating and interpreting the 
data. But we are the clearing house only, 
the credit for a vitally useful job is due 
to the splendid spirit of mutual helpful- 
ness that distinguishes this electrical appli- 


ance industry. 
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Visual 
Now—new AUTOMATIC time regulator . . . new convenient This is 
temperature guide—added to a time-tested EASY product carry. / 
that is a PROVED PROFIT-MAKER. conden 
* Modern THOROUGHNESS . . . Exclusive Spiralator and e: °3 the righ 
Vacuum Cup washing actions wash clothes snowy white! ivledl 
* Modern SPEED .. . 40 to 60 pounds of clothes washed per 
hour! Modern CONSTRUCTION .. . Free-running fool- 
proof mechanism operates without excessive stress or strain— mary 
fully portable, no special installation required! * Modern comple 
ECONOMY ... Uses hot water and soap only as required—no cards a: 
wasted water, soap, gas, electricity. vital fac 


In ever 
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Kardex Visual Sales Presentation 
now in use by the BUFFALO 
NIAGARA ELECTRIC CORP. 


YOU ARE LOOKING AT THE HARDEST-HITTING, MOST 
FLEXIBLE SALES PRESENTATION EVER OFFERED! 


N amazing new help for all sales organiza- 
tions in the electrical field—the Kardex 
Visual Sales Presentation. 


This is the only portfolio your salesman need 
carry. As the photograph shows, sales points are 
condensed and illustrated on visible-edged cards 
inserted in pockets on the left side. A pocket on 
the right side is handy for price lists, catalog de- 
scriptions, time payment tables and order blanks. 


In every interview, the salesman follows straight 
through, from a logical beginning to a brisk sum- 


TWO-WAY FLEXIBILITY. Here is a portfolio you 
can use for all sales campaigns. By unhooking 
one unit and substituting another it will serve 
successively as an effective presentation during 
range, refrigerator, automatic water heating and 
home, commercial and industrial lighting drives. 
In addition, prices, models, rates, testimonials or 
special offers can be localized to fit changing 
conditions at practically no cost. 


WRITE FOR PRICES TODAY. Find out how in- 
expensive it would be to give your salesmen the 


DISTRIBUTORS ...DEALERS 


UTILITIES... MANUFACTURERS 


most effective 
Gales Teal 


says CHARLES BELL 
Sales Supervisor 


says Charles Bell, 
sor for Buffalo Ni- 


he Prospects atten- 


Part of the cost 
his own pocket 
it the best invest 


their commi 
We're all glad to 


charts and broadsi 
ides that get b 
mussed up with a few handlings,” i 


MAIL COUPON TODAY 


mary and request for order at the close. Tellsthe proved help of this Kardex Visual Sales Demon- : Remington Rand Inc., Dept. U-6l : 

complete story in his own words, guided by the __strator. Phone the Remington Rand office in Street, Buffalo, 

cards as his sales manager has arrangedthem.No _your city or write Remington Rand Inc., Depart- —{_ Without obligation, please send me full details on : 

vital facts are omitted ...or mentioned outofturn. ment U-61, Buffalo, N. Y. : 

from eming on nan 
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“The drama and action packed into « z 
Kardex Presentation.” 
Appliance Sales Super, 
agara Electric, “holds t 
tion from beginning to end. Every one of : 
our more than 100 salesmen was glad to pay 
of his Presentation out of j 
. and today they consider ; 
ment they ever made. Ag 
@ matter of fact, their share in this selling 
Portfolio amounted to only a small part of 
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oe government releases from Washington report that Ameri- 
can farmers have more money to spend today than at any time since 
1929 .. . farm income up 743 millions the first nine months of 1937. 


There’s the market to shoot at. Remember, 5 out of every 6 American 
farms have no electric service — so it’s gasoline powered washers, as 
well as other gasoline powered equipment, that they are going to buy. 
Government reports also indicate that rural electrification is moving 
slowly — and it will be many years at least before any material num- 
ber of additional farms will be on hi-lines. 


So there’s your market — but these orders won’t come to you — you'll 
have to go after them. By all means display models of gasoline powered 
equipment on your floor and in your windows — demonstrate them 
to every customer who comes in your store. Orders will be easier to 
get if the equipment you sell is powered by a Briggs & Stratton motor. 
One million of these world-famous 4 cycle gasoline motors, now in 
use on American farms, have earned the respect and confidence of your 
farmer prospects . . . Sell where the money is — out on the R.F.D. routes! 
BRIGGS & STRATTON CORP., Milwaukee, Wisconsin, U. S. A. 


~ 
~ 
} 
» 


| This Selling Statement ‘ 
Ni for the Prospect Who cA Timely Suggestion: Now’s the opportune time to reach your 
SAW Expects a Hi-Line Shortly farmer prospects. See your Postmaster about placing advertising matter 


— furnished you by manufacturers of gasoline powered equipment — in 


There is no need for him to R. F. D. box in 


| wait for the conveniences and 
comforts of dern li- 
ances. He and his family 
can have them right now. 
Then, if the hi-line comes, 
these gasoline powered 
appliances can be changed 
over for electricity at small 
expense, and the gasoline 
motors used elsewhere on a 
great many jobs on the/farm. 


MILWAUKEE. WIS U.S.A. 


STRATTON 


GASOLINE 
MOTORS 
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Washing Machines 


= sales ran into a snag 
the last quarter of the year and 
ended by showing a decrease of 3.20 
per cent in unit sales for electric 
washers and 9.58 per cent decrease in 
unit sales for gas operated washers 
as compared with 1936 totals. How- 
ever, due to the increase in average 
prices throughout the year, the total 
retail value of electric washers was 
5.15 per cent above 1936. 

Average prices throughout the year 
have shown a tendency to rise, be- 
cause of the increased percentage of 
sales which were made in the higher 
brackets. For the year the increase 
in average price was 8.63 per cent 
as compared with the preceding year. 
Prices moved up from $66.04 in 1936 
to $71.74 in 1937. 

Average prices in gas engine 
washers also showed an increase of 
6.19 per cent. 

Dealer inventories in washers at 
the end of the vear are not a matter 
of great concern. Less than half the 


dealers reporting in a year-end sur- 
vey made by ELECTRICAL MER- 
CHANDISING, showed an increase 
in inventory compared with the pre- 
ceding year; 46 per cent reported 
18 per cent 


higher inventories but 


showed lower inventories than at the 
end of the preceding year. 

The cause of the decline in washers 
is due, of course, to the same reason 
that saw sales of other appliances be- 
low anticipation for the last quarter— 
economic conditions and the decrease 
in employment. This is the reason 
given by over 60 per cent of the 
merchants reporting. However, it is 
not the whole reason, as is shown by 
the fact that 11 per cent of the dealers 
reported that they have suffered no 
decrease in sales during the last 
quarter, and 22 per cent reported that 
their own sales decrease in this period 
had been due to increased local com- 
petition. 

One of the elements that distin- 
quished 1937 was the increased im- 
portance and the growing volume of 
trade-in and replacement business. It 
has been a growing factor for years, 
but we have for the first time a highly 
accurate indication of just what part 
the trade-in has played in the washer 
business for the year. Due to the 
cooperation of eight hundred and 
twenty electrical merchants through- 
out the country, ELECTRICAL 
MERCHANDISING has this year 


ELECTRICAL MERCHANDISING—JANUARY, 1938 


and 


may be accepted as showing accurately 
the condition with dealers. 

This survey discloses the fact that 
46.25 per cent of washer sales by deal- 
ers involved a trade-in. We had 
known that the percentage was high, 
but this seems larger than anticipated. 
Its accuracy, however, can be accepted, 
due to the widespread geographical 
distribution of these reports, and the 
fact that they come from every class 
of merchant—electrical, department 
store, hardware, furniture and others. 

The disposal of these trade-ins is 
instructive. 41.39 per cent of all 
washer trade-ins were junked; 28.75 
per cent were reconditioned for sale; 
and 29.86 per cent resold “as is.” This 
is the general over-all percentage in- 
cluding communities of all sizes from 
small towns to metropolitan cities. 

There is a considerable variance be- 
tween communities of different sizes, 
however. The small town dealer re- 
builds a larger percentage than the 
average and junks a smaller percent- 
age. Dealers in towns under 25,000 
population reported that 36.68 per 
cent of the traded-in washers were 
junked; 32.80 per cent were recon- 
ditioned for sale; and 30.52 per cent 
were resold “as is.” In metropolitan 
cities of 500,000 and over, the junked 
percentage is high. In the big cities 60 
per cent of traded in washers were 
junked; only 10.27 per cent were re- 
conditioned; and 29.73 resold “as is.” 

It is evident that the problem of 
trade-ins deeply involves the question 
of dealer profits. And due to the 
saturation of the washer market 
which has now reached the point of 
55.50 per cent of the wired homes in 
the country, the trade-in problem will 
increase. There should be, however, 
a very large market in homes of low 
income, where the _ reconditioned 
washer or the traded-in washer in 
good operating condition should find 


market is one which the washer trade 
should increasingly cultivate, espe- 
cially with second-hand merchandise. 
That it is not now being cultivated to 
anything like the degree possible, is 
shown by the reports of classes of in- 
come to which washers were sold this 
year. Reports show that washer sales 
for 1937 by income classes were di- 
vided as follows: well-to-do, 14.9 per 
cent; medium, 76.9 per cent; low 8.2 
per cent. This small proportion of 
sales to the low income families 
clearly indicates the uncultivated char- 
acter of that market, which is the 
logical market for second-hand wash- 
ing machines. 

Although the sales curve has moved 
down in units for 1937, in dollars it 
marks a record year. The washing 
machine is still the “old reliable” for 
the electrical retailer in which the 
trade has never lost faith. This faith 
is strikingly illustrated by the fact 
that 82 per cent of the reporting deal- 
ers expect an increase in washing ma- 
chine business in 1938. 

Based on knowledge of local mar- 
kets by an extremely realistic group 
of business men, this forecast is en- 
titled to a great deal of weight. Be- 
cause the influence of adverse business 
conditions has been shown in the past 
to be less a market factor than the 
determination of an energetic trade to 
do business, we believe that washers 
can and probably will show an in- 
crease in sales for the coming year. 

During the depression washers 
found a new market. This market in 
the white collar families—medium in- 
come—we still see to be dominant 
fromthe above quoted figures. Ex- 
ploration into the lower income 
market with second-hand washers and 
the cultivation of the higher income 
market with washers on a replacement 
basis should maintain or increase 
volume for the coming year. 


figures on this trade-in question which a fairly ready sale. This low income (Please turn to page 12) 
1937 SALES: 1937 SALES: moms 
+ —+ 10 
SATURATION: SATURATION: 
I 
No figures available 55.5%, 
Chart shows trend based 10 
1936 01937 on 1929 as 100 per cent 1929 1930 1931 1932 1933 19341985 
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10 YEARS SALES and RETAIL VALUE of 


Electrica 


1928 1929 1930 1931 
Number Retail Number Retail Number Retail Number Retail 
PRODUCT Sold Value Sold Value - Sold Value Sold Value Sold Va 
CLEANERS, VACUUM: 
1,219,460 $60,973,000 1,253,202 $62,660,000 960,343 $52,818,865 686,648 $34,332,400 447,056 $17836 $27.3 
142 ,543 2,150,970 209 ,996 3,168 ,839 191 ,047 2,978 ,422 110,232 B18 2,8 
130 ,000 4,000 ,000 400 ,000 8 ,000 ,000 1,400,000 15,155,000 2,800,000 18,200,000 2,400,000 12.¢ 
COOKERS & CASSEROLES) 100 ,000 1,000 ,000 150 ,000 1,125,000 145,000 ° 985,000 72,000 489, 51,000 00 3 
60 ,000 2,655 ,000 74,000 3,375,000 68 ,000 3,094,000 41,903 1,843 ,732 18,000 0 1,¢ 
Desk Sel Bracket . 789,000 11,096,312 673 ,000 9,442 ,000 819,000 11,466,000 642 ,600 7,711,200 313,000 00 3,4 
Other to 16 in. 30,000 947 ,500 34,000 1,073 ,720 29,000 914,500 22,800 615 ,600 13 ,800 00 
FLASHLIGH 
8,750 ,000 7 ,350 ,000 7 ,340 ,000 7 ,000 ,000 5,250,000 5,000 ,000 3,250,000 4,800 ,000 00 1,8 
OEE ee eee 12,635 ,000 135,000,000 13,500,000 125,000,000 12,500,000 110 ,000 ,000 8 ,800 ,000 105 ,000 ,000 0 10,¢ 
HEATERS, RADIATORS . 273 ,000 1,749 ,600 303 ,000 1,893 ,750 242 ,400 1,151,440 294,343 1,177 ,372 178 ,700 20 5 
HEATING PADS............ 510,000 3,009 ,000 637 ,500 3,506,250 433 ,500 2,805 ,000 492 ,000 2,103,750 321,300 87 1,4 
HOT PLATES, GRILLS.... 346 ,000 1,979,000 347 ,000 2,010,000 270 ,660 1,587 ,900 535 ,000 1,337 ,500 273,140 90 y 
IRONING MACHINES..... 92,000 8,556 ,000 126 ,000 9,637 ,000 100 ,000 7 ,600 ,000 80 ,000 6,720,000 50 ,000 91 3,4 
3,000,000 13,750,000 3,150,000 14,438,000 2,362,500 10,867,500 2,154,889 10,024,233 1,858 ,400 00 
LAMPS, INCA SCE 
Total —All Types...... 564,000,000 135,000,000 634,233,000 152,960,000 575,163,000 142,545,000 565,718,000 139,753,000 553,868,000 11li99 115,3 
150,000,000 45,000,000 128,110,000 26,260,000 124,825,000 25,225,000 130,100,000 27,659,000 126,903,000 2499 
172.000, 000 { 51,000,000 155,100,000 56,100,000 160,967,000 58,000,000 160,521,000 57,948,000 160,785,000 
{ 72,584,000 25,900,000 64,836,000 23,020,000 ,257,000 20,646,000 46,902,000 17,1 
242,000,000 39,000,000 278,439,000 44,700,000 224,535,000 36,300,000 33,500 ,000 00 
OIL BURNERS............. 110,500 77,350,000 119,900 73,258,900 118,650 65,257,500 94,675 49,704,375 77 ,950 00 33;,:! 
PERCOLATORS 
1,472,000 12,080,000 1,295,800 10,341,200 856 ,500 6,632 ,895 399,159 3,900 ,000 201,600 00 
RADIO RECEIVERS: 
All Types and Combinations} 3,281,000 388,000,000 4,438,000 592,068,000 3,827,800 332,198,000 3,420,000 212,040,000 2,620,000 12499 130.5 
34,000 3,000 ,000 108 ,000 5,940 ,000 143 ,000 0 
RADIO TUBES, Total...... 50,200,000 110,250,000 69,000,000 172,500,000 52,000,000 119,600,000 53,500,000 69,550,000 44,300 ,000 00 56: 
EES 2 135,000 22,175,000 152,781 25,270,000 180,000 27,000,000 115,000 18,795,000 60 ,000 00 ye 
REFRIGERATORS 
oe 535,000 178,690,000 778,000 227,176,000 791,000 217,525,000 906,000 233,748,000 798,000 15509 172,; 
STOKERS: 
TOASTERS, Total.......... 1,400 ,000 7 ,763 ,000 1,540,000 8,531,000 1,263 ,000 6,946,500 1,281,700 5,126,000 960 ,000 5 
WAFFLE IRONS........... 718 ,000 8,643 ,000 768 ,000 6,582 ,000 683 ,500 5,137 ,630 652 ,466 4,075 ,000 458 ,700 2,1 
WASHING MACHINES: 
Electric . ae er 809,884 108,000,000 956,000 107,900,000 802,000 83,809,000 812,000 69,020,000 569,830 33 59, 
waren En 102,902 17,838,062 127,832 19,540,400 85,000 12,282,500 ,000 ,875 ,000 27 ,343 5, 
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These figures are compiled by Electrical Merchandising from sales records of associations 4 
manufacturers and from estimates made by association executives and leading manufacturé 
Refrigeration figures courtesy Air Conditioning and Refrigeration News. 

Copyright by Electrical Merchandising, 1938. 
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132933 1934 1935 1936 1937 ; 
Retail Number Retail Number Retail Number Retail Number Retail 
Value Sold Value Sold Value Sold Value Sold Value PRODUCT 
CLEANERS, VACUUM: , 
$17836 $27,376,800 722.367 $39,720,185 906,049 $50,439,748 1,149,492 $62,359,941 1,313,000 $71,230,250 Floor Type = 
2, 894,530 246,009 3,835,280 294,891 4,270,021 361,461 5,096,600 427,000 5,871,250 Hand Type 
000,000 2,100,000 13,200,000 2,310,000 8,940,000 3,000,000 12,000,000 3,000,000 12,000,000 | CLOCKS 
) 1 313,250 40 ,000 287 ,500 50,000 300 ,000 25,000 200 ,000 30,000 240 ,000 COOKERS & CASSEROLES | 
| i 1,083,450 55,920 1,733,520 25,499 790 ,490 25,253 717,185 24,398 839, 103 Ceiling 
0 3,434,100 958,400 5,494,560 930,540 7,072,104 1,163,175 8,840,130 1,222,407 8,679,089 Desk and Bracket 
00 306 ,000 26 ,780 524,600 36,842 589 472 53,078 889 , 587 60,903 1,140,495 Other Vent. up to 16 in. 
FLASHLIGHTS: 
00 1,800,000 5,500,000 2,200,000 6,000,000 2,520,000 7,800,000 3,020,000 9,000,000 4,900,000 Cases 
00 «10,000,000 | 150,000,000 12,000,000 | 164,000,000 13,120,000 | 175,000,000 15,750,000 | 190,000,000 16,625,000 Battery Cells 
20 392,640 304 ,863 670,700 342,485 804 840 400 ,000 900 ,000 440 ,000 998 000 | HEATERS, RADIATORS 
) 7 1,494,520 419,913 1,940,000 482,900 2,231,000 540,000 2,494,000 565,000 2,700,000 | HEATING PADS 
90 ,730 394,439 990 433,364 1,089,000 476,000 1,200,000 512,000 1,228,000 | HOT PLATES, GRILLS 
) 1 3,411,230 116,069 6,196,420 143,856 7,860,291 180,281 10,384,185 178,478 12,493,460 | IRONING MACHINES 
) 0 8,594,300 3,968,215 13,161,371 3,719,007 14,894,934 3,765,559 16,670,122 4,040,000 18,700,000 | IRONS, Total 
1,358,522 7,811,501 1,737,320 10,337,054 2,255,910 12,971,482 2,600,000 15,000,000 Automatic 
2,609,693 5,349,870 1,981,687 4,557,880 1,509,649 3,698,640 1,440,000 3,700,000 Non-Automatic 
LAMPS, INCANDESCENT: 
) 11800 115,740,000 | 625,889,000 127,572,000 | 740,166,000 133,529,000 | 883,100,000 145,500,000 | 955,000,000 154,600,000 Total —All Types U 
) 24900 22,912,000 | 147,460,000 25,797,000 | 157,141,000 24,930,000 | 173,700,000 26,400,000 | 193,600,000 28,400,000 Residential 
) 5Sib00 49,583,000 | 174,006,000 53,009,000 | 182,476,000 50,958,000 | 205,200,000 52,700,000 | 228,700,000 57,300,000 Commercial 
> 00 17,005,000 58,218,000 19,432,000 73,422,000 22,274,000 83,600,000 23,300,000 92,700,000 25,300,000 Industrial | 
) 00 26,240,000 | 246,205,000 29,334,000 | 327,127,000 35,367,000 | 420,600,000 43,100,000 | 440,000,000 43,600,000 Miniature / 
6,125,000 413,753 7,100,000 447,748 8,449,000 MIXERS 
) 00 33,529,400 103,350 35,735,000 165,000 57,131,250 224,850 75,430,100 223,904 75,229,190 | OIL BURNERS 
PERCOLATORS 
) 0 1,846,170 287,207 2,345,000 327,172 2,591,200 515,000 2,279,576 489,250 2,186,900 Metal 
oe * 491,720 100 ,000 647 ,000 118, 763 ,460 150,000 163 ,500 948 ,300 Glass 
RADIO RECEIVER 
D 12400 130,899,000 4,084,000 150,880,000 6,106,800 301,192,480 8,825,000 503,025,000 7,631,267 404,457,150 All Types end Combinations 
D 5ii00 §=—- 50,085, 000 2,204,000 60,580,000 2,944,244 107,464,906 3,971,250 162,821,250 3,578,612 121,484,905 Table Models 
D O00 52,216,000 1,100,000 62,300,000 2,037,556 139,165,074 3,441,750 271,015,750 2,699,655 230,205,245 Consoles 
0 00 28,598,000 780,000  28,000.000 1,125,000 54,562,500 1,412,000 69,188,000 1,353,000 52,767,000 Motor Car Sets 
0 56,599,000 55,192,000 59,548,000 105,600,000 ........... 103,564,000 ........... RADIO TUBES, Total 
) 0 7,100,000 123,000 15,990,000 ,000 27,305,000 318,000 41,413,140 405,000 54,270,000 | RANGES 
REFRIGERATORS, 
0 15500 172,720,000 1,284,000 220,848,000 1,568,800 260,420,800 2,079,535 341,043,740 2,320,000 401,360,000 DOMESTIC 
100 ,000 ,500, ,000 4, 500,000 250,000 6,000,000 | ROASTERS 
4,000 1,800,000 8,000 3,600,000 Water Cooled 
1,000 500 ,000 2,000 1,000,000 Air Cooled 
500 1,426, 250 440,100 1,760,000 470,000 2,250,000 502,000 2,413,920 | SANDWICH TOASTERS 
STOKERS 
. 4,263,600 23,214 6,964,200 41,126 12,337,800 78,110 23,433,000 95,832 29,210,552 Residential 
. 964 , 800 2,282 1,825,600 3,162 2,529,600 4,785 3,828,000 5.600 3.222.800 Apt. House 
. 1 600 1,074 1,288,800 1,328 1,593,600 1,783 2,138,400 ’ ay Small Commercial 
0 5,715,000 1,783,673 8,740,000 1,886,088 9,788,000 1,800,540 10,459,397 1,563,500 9,818,775 | TOASTERS, Total 
436,540 5,753,597 451,500 5,982,375 Automatic 
634,298 3,070,000 772,215 3,684,000 810,000 4,374,000 770,000 4,158,000 | WAFFLE IRONS 
WASHING MACHINES: 
0 1,121,137 72,873,905 1,228,774 79,931,748 1,528,585 100,947,753 1,479,660 106,150,808 Electric 
3 119,147 10,723,230 184,987 16,669,178 200,550 18,211,945 1,340 17,486,616 Gas Engine 
70,000 5,390,000 104,000 7,609,680 115,000 9,500,000 | WATER HEATERS 


tions 4 


, *** Figures insufficient for estimate. * Attic fans do not include installation 
acturé 


Radio figures courtesy Radio Retailing. 1935 and 1936 receiver figures include exports and value of tubes installed in 
receivers. Figures for 1937 and previous years omit tube value and exports. Tubes include exports for 1935, 1936, 1937. 
Permission to reprint, quote or use is granted provided credit is given ‘‘ Electrical Merchandising.”’ 
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1937 SALES: 
178,478 
SATURATION: 


ELECTRIC IRONERS 


5.9% 


Chart shows trend 
based on 1929 as 
100 per cent. 


ses 


Ironers 


RONER sales for 1937 show a re- 

cession of but one per cent from the 
total sales of 1936, while on the value 
side, the dollar and cents billing shows 
a striking advance. Total dollar bill- 
ings for ironers are $12,493,460 with 
average prices up 21.53 per cent. 

\s saturation rises on ironers, and 
it is now 5.9 per cent, with a total in 
1,352,632, the value of the 
is becoming more and more 
appreciated. In spite of the fact that 
the machine has had little 
separate promotion from the washer, 
and by no means enough promotion 
of any kind, the fact that sales are 
steadily increasing shows that ironer 
sale and ironer use act as an excellent 
promotion. The more women that 
use ironers the more the ironer story 
is told by the grapevine route. 

It is well to repeat here the fact 
that in the history of all appliances 
sales increase more rapidly when the 
million mark is comfortably passed. 
It is always hard to sell the first mil- 
lion of any appliance, but after the 
first million is sold, the ground being 
broken and the market pioneered, 
sales show rapid increases. This is 
strikingly shown on ranges in the last 


use of 
ironer 


ironing 


two years. It was not long after range 
had the million mark 
that annual sales began to shoot up 
to three and four hundred thousand 
per year. This should certainly apply 
to ironing machines, and according 
to our way of looking at it, the future 
of the ironing machine will be pro- 
gressively brighter. 

One of the things which ironers 
need, however, is a greater amount of 
dealer promotion. In the survey which 
we referred to above under washers, 
and which we shall refer to again with 
refrigerators, the dealer attitude 
toward the ironer is shown as less 
favorable than it should be. Of the 
reporting dealers in this survey, 30 
per cent said that they did not make an 
effort to sell ironing machines at the 
same time that they sold washers. 
Certainly it is not possible in many 
cases to sell both a washer and ironer 
at the same time, but certainly the 
idea of the home laundry including an 
ironing machine should be put over 
at the time a woman buys her washer. 
And a consistent follow-up should be 
made on all washer sales in order to 
obtain ironer business. 


sales crossed 


Refrigerators 


1937 SALES: 
2,320,000 
SATURATION: 
49.4% 


Chart shows trend 
based on 1929 as 
100 per cent 
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ELecrTric 


1998 1933 1937 


N SPITE of a last quarter that 
slumped off, domestic electric re- 
frigerators again make a record show- 
ing both in units and in dollar volume. 
Unit sales for the domestic market 
only, reached a total of 2,320,000. The 
total production of refrigerators was 
2,520,000, 200,000 American refriger- 
ators being sold for export. These 
2,320,000 United States sales have a 
value of $401,360,000, an increase in 
unit sales of 11.56 per cent and in 
dollar volume of 17.68 per cent. 
The average price moved up from 
$164 to $173, an increase of 3.49 per 
cent. This increase in average price 
is due less to higher prices on in- 
dividual sizes than on the fact that 
the higher proportion of sales was 
made in refrigerators of 6 cu. ft. and 
larger. 1937 saw a definite upturn 
in the sale of higher capacity boxes. 
This should continue in 1938, because 
it indicates that the sales story so 
long and so well told of the refriger- 
ator for cold storage has registered 
definitely with the buying public. As 
this demand for larger storage capac- 
ity is stimulated replacement business 
will be stimulated. This replacement 
business on refrigerators so far as the 
replacement of mechanical refriger- 
ators is concerned so far is not large. 
Trading in ice boxes does not repre- 
sent replacement business. This ice 
box trade-in, however, figures as a 
large part of sales transactions on 
electrical refrigerators. 
ELECTRICAL MERCHANDIS- 
ING’s dealer survey shows that for 
1937 36.18 per cent of electrical refrig- 


Ranges 


erator sales transactions included 
trade-ins. Of this 36.18 per cent, 
mechanical refrigerators, either gas 
or electric, accounted for only 5.41 per 
cent, whereas ice box trade-ins ac- 
count for 30.77 per cent. Of the gas 
and electric refrigerators traded-in, 
the disposal was as follows: 24.34 per 
cent were junked; 32.06 per cent re- 
conditioned; and 43.58 per cent sold 
“as is.” 

This indicates that but few elec- 
tric refrigerators actually passed out 
of use during the year, and this factor 
tends to keep the saturation high. 

Saturation on refrigerators is now 
reported for the United States as 49.4 
per cent. In other words, substantially 
one-half our market has been sold, 
with the rate of replacement low. This 
clearly indicates, of course, that the 
1938 market will have to seek new 
customers, perhaps new classes of 
customers, but in view of the tremend- 
ous acceptance of the electrical refrig- 
erator, its immense popularity, and 
the general acceptance of the fact that 
no home is complete without one, it is 
entirely possible that 1938 sales will 
be at least equal to the record 1937 
figures. 

The competition of gas refrigerators 
gave some concern in a few localities 
throughout the country. No accurate 
figure is obtainable on the sale of gas 
refrigerators, but well informed esti- 
mates indicate that some 260,000 gas 
refrigerators were sold in the United 
States in 1937. When this is com- 
pared with the 2,320,000 electric re- 
frigerators sold, it is easy to see that 
gas competition is a minor factor. 


1937 SALES: 
405,000 
SATURATION: 
9.0% 


Chart shows trend 
based on 1929 as 
100 per cent 


LECTRIC ranges are the cham- 

pion performers in the rate of 
increase, this year as they were last. 
And of all appliances the range is 
the one confidently forecast to show 
an equally great increase for 1938. 
Ranges this year show a total of 405,- 
000 units sold, with a total value of 
$54,270,000, at an average price of 
$134. This is an increase in unit 
sales of 27.36 per cent; of dollar 
billings, 31.04 per cent; and an aver- 
age price of 2.89 per cent. 
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No less remarkable than the in 
crease in sales for ranges is the de4 
gree to which dealers have come inté 
this field and are sharing in this larg¢ 
business. Pioneered by the utility 
companies, up to 1931 the power com 
panies did 80 per cent or better on al 
range sales. While no exact figure 
are yet available for this year it 
generally agreed that in 1937 dealer 
did approximately 50 per cent of th¢ 
total. 


(Please turn to page 16) 
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WAFFLE IRONS 21.7% 


‘Estimated Saturation 


PERCENTAGE NUMBER PERCENTAGE NUMBER 
APPLIANCES OF HOMES OF HOMES OF HOMES Of HOMES 


and USING USING WITHOUT WITHOUT 

itis Cleaners 488% 11,133,329 51.2% 11,666,671 | 
198 Clocks 444 10,113,500 55.6. 12,686,500 | 
ators IRONS 93.2% Heaters REFRIGERATORS 49.4%: | 
Radiators 194 4433506 906 18,266,404” | 
Heating Pads «19.2 «4,381,466 

‘nited 


com- 
c re- 
> that 
tor. 


Hot Plotes 16.6 3,780,347. 83.4 —19,019,653 
tions 93.2 21,249,600 68 1,550,400 
59 1,352,632 949 «21,447,368 


320 7,286,079 680 ‘15,513,921. 
Metal & Glass 


Radio 


HEATING PADS 19.2% 


26,428,797 
_ 2053678 
11,271,000 
Toasters 530 12,076,953 47.0 «10,723,047 
Woffle irons 4,957,757 
Washers 55.5 12645963 445 10,154,037 


HEATERS 19.4% 


Radio Saturation figured on Tote! Estimated Homes 
Other appliances figured on Wired Homes only 
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PERCOLATORS 32.0% CLEANERS 48.8% TOASTERS 53.0% 
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STATISTICAL ANALYS#sS 


Market and 


TOTAL MARKET 


URBAN MARKET 


hu 


TOTAL WIRED HOMES 


WIRED HOMES (EXCLUDING FARM HOMES} 


January 1, 1938 January 1, 1937 January 1, 1938 January 1, 1937 % Increase Janu: 
22,800 ,000 22,030 ,364 21,600 ,000 20 , 987 ,440 2.92 
111,300 111,531 100 , 300 100 , 103 .19 
68 ,600 69,977 60, 100 61,681 —2.56 
Massachusetts... 1,091 ,500 1,074,421 1,070 ,000 1,053,470 1.57 
172,200 169 ,018 168 , 300 165 , 249 1.84 
Connecticut....... 416,800 5, : 396 ,800 387 ,313 2.45 
NEW ENGLAND...... 2,031,400 1,997,214 1.71 1,948 ,000 1,918 ,523 1.53 
New York.... 3,240,800 3,163,196 2.45 3,152,800 3,088 , 106 2.09 
New Jersey..... 1,017,400 980 661 3.74 998 ,900 964,218 3.59 
Pennsylvania....... 1,955 ,800 1,903 530 2.74 1,870,300 1,830 ,065 2.20 
6,214,000 6,047 ,387 2.75 6,022,000 5,882,389 2.37 
1,518 ,800 1,477,210 2.81 1,430,800 1,402,734 2.00 
Indiana..... 53,500 629,161 3.87 603 ,500 586 ,322 2.93 
Michigan... 1,073,200 1,020,214 5.19 990 ,700 956 ,485 3.57 
593,100 73,594 3.40 537 ,600 527,153 1.98 
EAST NORTH CENTRAL 5,531,000 5,345,871 3.46 5,207 ,000 5 ,077 ,399 2.55 
wae 433 ,400 425 584 1.83 415,900 410 444 1.33 
Iowa... 429 417 ,044 2.89 389,100 380 ,638 2.22 
North Dakota........ 58 700 57 ,255 2.52 55,700 54,821 1.60 
South Dakota 71,300 69,919 1.97 67 ,900 66 ,881 1.52 
Nebraska....... 209 700 204 036 2.77 196 ,700 193 ,137 1.84 
a 290 100 283 ,032 2.49 272,100 266 ,490 2.10 
WEST NORTH CENTRAL. 2,123,900 2,063 ,277 2.94 2,004 ,000 1,956,510 2.42 
45,400 43 ,466 4.45 42,700 41,077 3.95 
aryland.... 
465,000 458 ,575 1.40 450 ,000 443,388 1.49 
Virginia... . 282,700 261,229 8.22 260 ,700 241 ,937 7.75 
West Virginia 199 800 185,203 7.88 188 ,800 177 , 966 6.08 
North Carolina 296 ,600 276,195 7.38 264 ,600 253 ,047 
« 113,300 107 ,435 5.46 98 ,800 95 ,764 3.17 
Florida...... 258,100 240 087 7.50 233 ,199 7.46 
SOUTH ATLANTIC... 1,884,700 1,780,751 5.83 1,764,000 1,683 ,506 4.78 
Kentucky.... 254 800 246 ,347 3.43 243 ,800 236 ,407 3.12 
Tennessee... . 255 ,600 239 , 484 6.73 233 ,600 219,122 6.60 
184 ,000 168 ,005 9.52 164,000 153 ,805 6.63 
Mississippi. . 89 600 83 ,947 6.73 82,600 77,909 6.02 
EAST SOUTH CENTRAL... 784,000 737 ,783 6.26 724 ,000 687 ,243 5.35 
Arkansas... 109 ,900 101,261 8.53 102,400 95 ,699 7.00 
Louisiana 206 , 700 193 ,882 6.61 198 ,700 186 ,848 6.34 
Oklahoma. . 237 ,500 226 ,924 4.66 228 ,000 219 ,433 3.90 
Texas 674,900 633 6.53 644 ,900 608 , 761 5.93 
WEST SOUTH CENTRAL 1,229,000 1,155 ,560 6.35 1,174,000 1,110,741 5.69 
Montana 86 600 83 ,007 4.32 82,800 79 395 4.29 
Idaho 85,300 81,448 4.73 65 ,900 63,490 3.79 
Wyoming 31,400 30 ,557 2.76 29 ,800 , 2.72 
Colorado 186,900 180 ,332 3.64 177 ,700 171,580 3.56 
35 ,500 ,038 4.29 33 ,400 32,038 4.25 
Arizona 64,500 63,192 2.07 58,100 56,783 2.32 
Se ree eee 108 , 100 105 ,333 2.62 88 ,900 87,479 1.62 
Nevada. . 20,700 19,116 8.28 19,400 17 ,845 8.71 
000 wane 619 ,000 597 ,023 3.68 556 ,000 537 ,619 3.42 
406 ,600 394,351 3.10 359 600 352,062 2.14 
227 ,800 219,714 3.68 199 , 800 193 ,797 3.09 
California... 1,748 ,600 1,691 ,433 3.38 1,641 ,600 1,587 ,651 3.40 
PAGE 14 
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SALES ACTIVITY 


Sales 


FARM MARKET 


1936-1937 


SATURATION 


AES) WIRED FARMS HOUSEHOLD ELECTRIC REFRIGERATOR SALES 
ase January 1, 1938 January 1, 1937 % Increase First Firet % Increase Homes % 

1,200 ,000 1,042,924 15.06 2,169,744 1,878 ,062 15.53 11,271,000 49.43 
18 ,500 15,760 17.38 8 ,227 7,021 17.17 54,100 31.64 
11,000 11,428 —3.74 6 ,537 6,184 5.71 39 ,448 35.44 
8,500 8,296 2.46 5,321 4,323 23.08 28,178 41.07 
| 21,500 20,951 2.62 87 ,036 72,824 19.51 468 ,874 42.96 
,900 3,769 3.47 11,328 9,302 21.78 67 ,626 39.27 
20 ,000 18 ,487 8.18 38 321 32,035 19.62 191 ,607 45.97 
83,400 78,691 5.98 156,770 131,689 19.04 849 833 41.83 
) 88 000 75,090 17.19 256 ,176 219 ,457 16.73 1,668 , 108 51.47 
) 18 ,500 16 ,443 12.51 86,515 79 ,953 8.20 511,703 50.29 
) 85,500 73,465 16.38 210 ,209 173,319 21.28 1,018 ,899 52.09 
192 ,000 164,998 16.36 552,900 472,729 16.96 3,198,710 51.47 
) 88 ,000 74,476 18.16 157 ,040 122,951 27.72 720 ,217 47.42 
3 50 ,000 42,839 16.71 61,387 52,937 15.96 288 ,538 44.15 
j 48 ,000 40 987 17.11 169 ,895 137 ,589 23.48 870,120 51.41 
82,500 63,729 29.45 117,414 92,064 27.53 480 , 145 44.74 
3 55,500 46,441 19.50 46,913 31,256 50.09 190 ,480 32.11 
; 324,000 268 ,472 20.68 552,649 436,797 26.52 2,549 500 46.09 
3 17,500 15,140 15.58 39,651 26,064 52.13 171,319 39.53 
2 40 ,000 36 ,406 9.87 32,427 28 ,624 13.28 163 ,430 38.08 
5 25 ,000 22,308 12.06 61,903 59 ,008 4.90 374,197 59.25 
0 3,000 2,434 23.25 3,923 2,915 34.58 f 38.40 
2 3,400 3,038 11.91 4,470 4,818 —7.22 28,178 39.52 
4 13 ,000 10,899 19.27 15,707 16,213 —3.12 100 312 47.83 
0 18 ,000 16 ,542 8.81 ,309 22,035 5.78 134,124 46.23 
2 119,900 106 ,767 12.30 181,390 159 ,677 13.60 994,102 46.80 
5 2,700 2,389 13.01 i i 36.75 24,796 54.62 

31.76 

9 15 ,000 15,187 —1.23 { 18,056 18/184 278 ,394 59.87 
5 22,000 19 ,292 14.03 33,890 29 ,587 14.54 174,700 61.80 
8 11,000 7,237 51.99 25,331 23,262 8.89 128 ,489 64.31 
6 32,000 23'148 38.24 44820 35/561 26.03 182590 61.56 
17 14,500 11,671 24.24 21,686 17 ,337 25.08 86 ,787 76.60 
1 16 ,000 11,433 39.94 37 ,768 31,135 21.30 179 ,209 80.07 
6 ,500 6,888 8.88 28 , 162 27,100 3.92 149 ,904 58.08 
18 120 ,700 97 ,245 24.11 241,859 206 ,425 17.16 1,204,869 63.93 
12 11,000 9,940 10.66 28 302 25,042 13.02 144,269 56.62 
60 22,000 20 ,362 8.04 34,422 28,914 19.05 161,175 63.06 
63 20 ,000 14,200 40.84 23 ,854 21,146 12.80 122,854 66.77 
02 7,000 6,038 15.93 10 ,940 10,744 1.82 48 466 54.09 
35 60 000 50,540 18.71 97 ,518 85 ,846 13.59 476,764 60.81 
00 7,500 5,562 34.84 11,932 10 ,938 9.08 64,245 58.46 
34 8,000 7,034 13.73 22,278 19 ,336 15.21 96 931 46.89 
90 9,500 7,491 26.81 21,393 18 ,765 14.00 122,854 51.73 
93 30,000 24,732 21.30 86 ,290 76,601 12.65 423 ,789 62.79 
69 55,000 44,819 22.71 141 ,893 125 ,640 12.93 707 ,819 57.59 
29 3,800 3,612 5.20 8,279 8,764 —5.53 41,703 48.15 
79 19 ,400 17 ,958 8.03 9,004 8,972 .35 41,703 48.89 
72 1,600 1, 3.36 2,929 é 3.13 16 ,907 53.84 
56 9,200 8,752 5.12 14,011 13,731 2.04 83 ,405 44.62 
25 2' 100 5.00 3/683 23.43 21415 60.32 
32 6,400 6,409 —.14 7,515 5,885 27.69 34,940 54.17 
62 19,200 17 ,854 7.54 11,439 11,182 2.30 55 ,228 51.09 
71 1,300 1,271 2.28 3 2,7 —9.13 13,525 65.34 
42 63 ,000 59 404 6.05 60 231 57 ,817 4.17 308 826 49.89 
14 47 ,000 42,289 11.14 31,467 31,059 1.31 148 ,777 36.59 
.09 28 ,000 25,917 8.03 16 ,527 19 567 —15.53 98 ,058 43.05 
40 107 ,000 103 ,782 3.10 ‘ 150 ,816 —9.46 733 ,742 41.% 
.16 182 ,000 171,988 5.82 184 ,534 201,442 —8 .39 980 41.15 
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This desirable result has _ been 
brought about by the policy of the 
utilities. As range grew and 
saturation increased, the power com# 
panies made it their business to see 
that conditions were set up to advance 
dealer participation; and the various 
inducements to the public such as free 
wiring allowances and trade-in allow- 
ances, were extended to dealer cus- 
tomers as well as utility customers. 
Home Service, which has played such 
a great part in the development of 
the range business was provided by 
Utility Home Women for 
dealers and dealer customers. 

This is not paternalism, but good 
business sense. The dealer has thrown 
the weight of his selling ability into 
range programs, so that practically 
every range campaign makes a record. 
In 1937 certain large metropolitan 
areas, particularly metropolitan New 
York and Chicago, cities not hitherto 
active in electric range promotion, 
have come into this field. With the 
great difficulties inherent in selling a 
new idea to such markets, these pro- 
motions have made very creditable 
showings. There were further rate 
reductions during the year in some 
systems, which offers still further in- 
ducements to the customer for using 
electric ranges. 


sales 


Service 


Gas competition is by no means 
making this an easy job. The Amer- 


ican Gas Association and local gas 
utilities have been energetically sell- 
ing their gas and their services, but 
in the face of very active and very 
intelligent gas promotion, the electric 
range makes continual and fast head- 
way. Informed estimates for 1938 
look toward the sale of at least 500,- 
000 ranges for the year. This is an 
extremely conservative figure, some 
estimates running much beyond that. 

One of the forces which is working 
for the extension of public acceptance 
and increased sales of electric ranges 
is the Kitchen Modernization Bureau 
of the Edison Electric Institute which 
will now be known as the Modern 
Kitchen Bureau. Although this co- 
operative promotion is only a little 
over a year old, it has already shown 
a splendid accomplishment. Looking 
back in the history of the refrigera- 
tion for a parallel, local 
refrigeration bureaus were ameng the 
most powerful elements in promoting 
the sale and acceptance of refrigera- 
tion. This same pattern is being fol- 
lowed by the Modern Kitchen Bureau, 
and affects the sale of ranges per- 
haps more directly than other kitchen 
appliances and equipment, although 
refrigerators, electric sinks, better 
kitchen lighting, and the use of small 
appliances is directly tied into this 
splendid program. 


business, 


Water Heaters 


HE electric water heater has 
come steadily up in sales and is 
the logical companion sale for the 
electric range. That water heater 
sales are not as great in volume as 
range sales is to be expected. Not 
all families require, or at least not 
all families are accustomed to, the 
ample supply of hot water. This is 
true especially in small communities 
where electric ranges have been sold 
for years. Gas water heaters, as an 
example, have never sold in anything 
like the quantity that gas ranges have. 
For the sale of an electric hot 
water heater, or the sale of a gas 
water heater for that matter, is often 
achieved only by educating the family 
the higher ideals of cleanliness and 
com fort. 


Rate structures in the last two or 
three years especially have been modi- 
fied to provide for electric hot water 
heating at a low monthly cost. Elec- 
tric water heating is most economical 
and most practical when it is oper- 
ated on the off-peak basis, which 
necessarily calls for storage water 
heaters, of fairly large capacity. 
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Sales this year will reach approxi- 
mately a total of 115,000 electric hot 
water heaters with a retail value of 
$9,500,000. Being in the pioneer stage 
of development in most sections of 
the country, water heater sales are 
largely the responsibility of the power 
company. However, an_ increasing 
amount of dealers are sensing the 
opportunity in water heaters, espe- 
cially with the sale of ranges and fol- 
lowing up the range sale. As with 
ranges anticipate a steady en- 
largement of the percentage of water 
heaters sold through dealers. 


we 


In 1938 an important force in the 
promotion of the water heater is the 
National Water Heater Council, 
which will engage in a promotion of 
electric hot water heaters to the trade 
and to the public and whose efforts 
cannot fail to have a favorable effect 
on both trade and public in sales. 


Informed estimates for 1938 an- 
ticipate an increase of sales. A total 
of 135,000 electric hot water heaters 
for 1938 is confidently looked for- 
ward to. 


Vacuum Cleaners 


HE vacuum cleaner business is 
staging a real comeback. 

You have to go back to 1929 to 
find the last year, outside of 1936 
and 1937, when a million units were 
sold. Last year’s figures showed that 
1,149,492 floor model cleaners were 
sold—a business worth at retail $62,- 
359,941. In addition, there were 361,- 


1937 SALES: 


461 hand-model cleaners sold at a 
retail value of $5,096,600. This gives 
us a total for 1936 business of 1,510,- 
953 cleaner units of both types worth 
at retail $67,456,541. 

And now let’s look at what hap- 
pened in 1937: 

Floor model cleaners sold 1,313,000 
units at an average price of $54.25— 


429277 
‘ 


427,000 


SATURATION: 


No figure available 


Chart shows trend 
based on 1929 as 
100 per cent 


a retail volume of $71,230,250. Hand 
model cleaners sold 427,000 units at 
an average price of $13.75—a retail 
volume of $5,871,250. So for 1937 
we have a total business of 1,740,000 
units of both types, worth at retail 
$77,101,500. This represents a 14.22 
per cent increase in floor model sales 
over 1936 and an 18.13 per cent in- 
crease in hand model sales over the 
year previous. 

Increased dealer activity in vacuum 
cleaners—not so much a reversion to 
an old love as a belated recognition 
of overlooked profit possibilities—had 
considerable to do with the upturn 
in cleaner sales during the past year. 
Direct selling by manufacturers ac- 
counts for about two-thirds of the 
total business and one-third to dealer 
sales. 

A number of reasons might be as- 
cribed to the dealer’s renewed interest 
in cleaner business. With the excep- 
tion of 1935, when dealers first began 
to manifest enthusiasm about vacuum 
cleaners, there was a long period of 
reaction from the effects of national, 
high-pressure selling campaigns— 
drives that were originally responsi- 
ble for pushing cleaner sales into 
the 1,000,000-unit a year brackets. 
But the cleaners sold in those early 
drives are pretty much on their last 
legs. Home-owners showing a par- 
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1932 1933 1934 


3 


1936 


tiality to repairing the old jaloppy 
rather than trade it on a new model, 
there has been a steady increase in 
the number of establishments catering 
to rebuilding and repair service. And 
the volume of replacement business 
being what it is there has been a nat- 
ural trend to increase dealer activity. 

But this repair and replacement 
business has not been without its 
headaches, too. Some organizations 
have been making a business of tak- 
ing traded-in cleaners, re-fitting them 
with off-brand parts, and selling them 
in the open market as new machines. 
Several manufacturers have done yeo- 
man work in eliminating this type of 
business by setting up exchange poli- 
cies on traded-in cleaners. This pol- 
icy at least insures that a re-built 
cleaner, when re-sold, will be equipped 
with new parts of the manufacturer’s 
original design and quality. As a 
rough estimate, it may be said that 25 
per cent of vacuum cleaners traded 
in against new models, find their way 
back into the market. The remain- 
der are junked or salvaged for parts. 

Another element that may be said 
to have contributed in no small part 
to the dealer’s renewal of interest in 
the vacuum cleaner business, is the 
growing realization that adequate 
demonstration in the store and in 
the home has been neglected and that 
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a resumption of this sales-getting 


practice pays dividends. D:aler 
thinking on cleaners has put them into 
the over-the-counter category and a 
lot of sales have been lost on that 
account. Indications are that this sit- 
uation is being remedied. Certainly 
the profit margin on cleaners com- 
pares as favorably as any other appli- 
ance in his stock. 

Despite the necessity of selling 
cleaners in highly-saturated markets 
where the replacement factor is as 
high as 70 per cent, the figures show 


OR the first time since the year 
1932, sales of conversion oil burn- 
ers and boiler burner units in 1937 
showed a slight decline over the year 
previous, according to preliminary 
estimates. 

There were 196,994 conversion oil 
burners sold at a retail value of $57,- 
719,242—an average price of $293; 
boiler burner units totalled 14,884 
units worth at retail $9,332,268—an 
average price of $627; in addition, 
there were 12,026 air conditioning oil 
burner units sold worth at retail 
$8,177,680—an average price of $680. 
In 1936, the year previous, 202,368 
conversion oil burners were sold, 
worth at retail $60,710,400—an aver- 
age price of $300; there were 14,853 
boiler burner units sold, worth at 
retail $9,669,300—an average price of 
$651; and there were 7,629 air condi- 
tioning oil burner units, worth at retail 
$5,050,400—an average price of $662. 
In other words, in the oil burner in- 
dustry, there were 223,904 units of all 
types sold in 1937, worth at retail 
$75,229,190 as compared to 1936 
figures of 224,850 units of all types 
worth at retail $75,430,100. A slight 
lecline most of which was registered 
in the second half of 1937 and may be 
put down to the recession common to 
all business. 


that sales are at almost the level of 
the boom days. Prices have held up 
as the figure of $54.50 average al- 
ready mentioned shows. This is the 
same figure which held last year. The 
hand cleaner is being used in many 
sections as the answer to the trade-in. 
Selling in a highly-saturated market 
cannot fail to make the trade-in a 
problem and so manufacturers are co- 
operating with dealers in making it 
possible to eliminate confusion with 
the offer of the hand-cleaner as bait 
for the traded-in jaloppy. 


Oil Burners 


equipment, the need for new building, 
estimated at some 3,000,000 homes will 
have to be reckoned with in any con- 
sideration of future sales. In 1937, 
for instance it was generally estimated 
that some 450,000 new homes would 
be built. Rising labor costs, however, 
together with the rise in price of build- 
ing materials and slowing up of busi- 
ness cut this to about 260,000 which 
actually were constructed. Next year 
may see a big improvement over this 
record under the stimulus of the 
government’s housing plans and if a 
general improvement in _ business 
occurs. 

At present, out of about 25,400,000 
residences in the United States, about 
12,000,000 have some form of central 
heating and only 2,580,000 have auto- 
matic heating of one form or another. 
Oil burners account for about 1,550,- 
000 of the total, gas house heating for 
about 720,000 and automatic coal 
stokers for some 300,000. The 
remainder are hand-fired and com- 
prise the immediate potential among 
present dwellings. 

The prospects for future business in 
the automatic oil burning field have 
this advantage: public consciousness 
as to the matter of automatic home 
heating equipment is at a new high 
point. The entry of some of the 


1937 SALES: 


223,904 


SATURATION: 


5,5% 


Chart shows trend 
based on 1929 as 
100 per cent 


It should be borne in mind, too, of 
ourse, that other types of automatic 
eating equipment—coal stokers and 
utomatic gas house heating registered 
fome increases during the past year, 
he effects of which may have made 
hemselves felt in the oil burner field. 
Now while there is still an enormous 
otential of present homes comprising 
he market for automatic oil burning 
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largest manufacturers in the home 
appliance field into the automatic heat- 
ing equipment market, with the attend- 
ant advertising and publicity, is 
rapidly making the home-owner real- 
ize that his investment and equity in 
residential real-estate is jeopardized 
if the heating equipment is of the 
obsolete, hand-fired type. Oil burn- 


ing equipment has captured the major 
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share of this automatic house-heating 
market in the past and, while its com- 
petition waxes stronger with each 


passing year, there is no immediate 
danger of its being displaced for some 
time to come. 


Coal Stokers 


HILE sales of oil burning 

equipment were registering a 
slight decline in 1937 over the year 
previous, automatic coal stoker sales 
increased 20.5 per cent in the domestic 
bracket. Commercial and industrial 
stoker sales were up only a fraction. 

The 1937 figures, according to 
Stoker and Air Conditioner Journal, 
showed that 101,058 domestic stokers 
were sold in 1937 as against 83,930 in 
1936. Of this total, bituminous stokers 
represented 81.4 per cent and anthra- 
cite 8.1 per cent. 

Twenty-six manufacturers, out of 
an estimated total of 134, did 97 per 
cent of the entire business. Production 
in 1937 brings coal stoker saturation 
to 308,815 installations of which 32.7 
per cent were sold in 1937, 27.2 per 
cent in 1936 and 11.4 per cent in 1935 
—61.3 per cent of the total in the past 
three years. 

Dollar volume on domestic stoker 
sales amounted to $27,790,940 in 1937 
as compared with $26,270,000 worth 
of installations in 1936—an increase 
of only 2.2 per cent compared to a 
unit volume increase of 20.5 per cent. 

As usual, the largest number of 
installations were made in the Middle 
Western States with 47,198 units; the 
Middle Atlantic states consumed 
24,254; 12,831 went to the Pacific 
Coast; 10,914 to the South and 5,861 
to New England. 

Lower manufacturing costs in 1938 


and slightly lower prices are expected 
to extend stoker sales into lower- 
income groups giving rise to an opti- 
mistic outlook for the industry. New 
building, too, discussed at greater 
length in the section devoted to oil 
burning equipment, is expected to have 
its effect on 1938 volume. 


One of the important factors that 
keeps the automatic coal stoker indus- 
try cheerful—and with them, of course, 
stoker dealers whose major interest 
is immediate business—is the fact that 
stoker sales depend to a lesser extent 
upon new building than do their com- 
petitive fuels. Conversion of present, 
hand-fired heating plants where the 
home-owner merely wants to convert 
his present obsolete equipment into 
automatic equipment, without the 
necessity of scrapping the entire sys- 
tem, form the backbone of stoker sales. 


Drives for home modernization, 
therefore, within the reasonably limited 
budgets of the time, find the automa- 
tic coal stoker dealer in a particu- 
larly happy position. It is for this 
reason, too, that the number of speci- 
alty dealers handling automatic coal 
stoking equipment have increased at 
such a rapid rate in the past two years. 
They have found it to be a device 
well within their selling experience, 
with few installation or service prob- 
lems that fall outside their profes- 
sional experience. 


Electrical Housewares 


MALL appliance sales, in all 

classifications, showed increases 
in sales during 1937. These classi- 
fications include electric clocks, auto- 
matic and non-automatic irons, metal 
and glass coffee-makers, toasters, 
sandwich toasters, hotplates and grills, 
cookers and casseroles, heaters and 
radiators, heating pads, roasters—and 
dry shavers, the newcomer to the 
field. 

For the entire group, exclusive of 
mixers and fans, there were 13,905,- 
250 units sold worth at retail prices 
$86,671,895. Leaders of the group 
were electric clocks, irons and dry 
shavers, both from the standpoint of 
unit sales and dollar volume. Small 
appliances but big business. 

We will not take the space here to 
recount the various increases in sales 
of each item in the group. For those 


interested, the tabulations appear on 
pages 10 and 11 of this issue. 

Much of the credit for the splendid 
showing by all classifications of small 
appliances and heating devices in the 
past year must be attributed to two 
causes: a renewal of power company 
interest in the sale of these devices 
and the broad industry promotional 
job done by the Electric Housewares 
Committee of the Edison Electric In- 
stitute. The latter, through their spe- 
cific promotions in the spring, during 
June (for the June bride gift trade) 
in October when the Electric Buffet 
Entertaining month brought a new 
conception of small appliance use and 
in December when Christmas gift 
activity made that month a natural. 

These promotions took the form 
of prize contests to department stores, 


(Please turn to page 18) 
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CONTINUED FROM PAGE 17 


utility companies and specialty deal- 
ers with awards for window and store 
display of small appliances. Judging 
from the returns and the number of 
entries they were enthusiastically re- 
ceived by the trade and the stimulus 
of contests brought out some orig- 
inal and attention-getting promotion 
for housewares. Women’s magazines, 
operating under the same stimulus, 
contributed an important share in 
the program by printing many pages 
of editorial material on the use of 
toasters, waffle-irons, roasters and cas- 
seroles in buffet entertaining. 
Given this new approach to small 
appliance business, the electrical mer- 
chandising trade have taken their 
small appliances out of their glass 
mausoleums and made attractive dis- 
play for stores and windows; depart- 
ment stores have unscrambled them 
from the pots and pans in the house- 


wares department and given them 
preferential display in suitable set- 
tings; utilities have utilized the 
roaster as an opening wedge in range 
selling, cooperated with the House- 
wares Committee on the matter of dis- 
play (as witness Niagara-Hudson’s 
unique contribution to the art) and 
in some instances (notably New York 
Edison and Georgia Power) have 
restored them to campaign status. 

Surprising has been the rise of the 
dry shaver which, from a three-year- 
ago start or 200,000-odd units clicked 
off 1,580,000 sales in 1937 and grossed 
$25,825,000 worth of business. With 
a half-dozen strong companies in 
this field and a rapidly-growing pub- 
lic acceptance, there seems no limit 
to the number which may eventually 
be sold. 

All in all, 1938 should see a con- 
tinued improvement in the small ap- 
pliance field. 


Attic Ventilation 


T would appear from ELEC- 

TRICAL MERCHANDISING’s 
first statistical survey of the field for 
attic fan ventilation that the year 1937 
saw 8,522 installations made, worth at 
retail prices, exclusive of installation 
costs, $1,095,155. Figures from local, 
machine-shop variety of makers in 
various parts of the country might 
bring this total to about 9,000 fans. 

Being a relatively new item, a few 
words on the way in which the fan 
works might not be amiss, The theory 
behind attic ventilation for comfort 
cooling in the summer time is that 
an exhaust fan of sufficient blade 
diameter, built into a special housing, 
and situated over a grill cut into the 
floor of the attic, draws night air 
through windows in the lower part of 
the house and exhausts it through the 
windows in the attic. While this 
circulation of cool night air through 
the house is one of the primary func- 
tions of the fan, it performs, in addi- 
tion, another function—that of draw- 
ing stored heat out of the attic walls 
and floor. 

In effect, therefore, you have a de- 
vice which not only dissipates heat, 
stored during the daytime from the 
interior of the house, but one which, 
in the process, circulates the air from 
the lower floors, through the grill in 
the attic floor and thence outside. 
Interior temperatures drop during the 
night, insuring comfortable sleeping 
conditions and the effect lasts well 
on into the morning if lower windows 
are kept closed after the fan has been 
shut off. 

Interest in the attic ventilating fan, 
from the standpoint of the specialty 
electrical dealer, lies more in the fact 
that its growth during the past year 
has been extraordinary, both from 
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consumer acceptance viewpoints and 
dealer activity, than any other source. 
It might be said to be one of the 
livest coming items in the stock-in- 
trade of dealers looking for a rela- 
tively inexpensive answer to the 
home-owner’s desire for comfort cool- 
ing. 

Certainly in several important 
marketing centers of the Southeast, 
personal survey by a staff editor con- 
firmed the fact that sales of attic 
ventilating equipment, during the 
summer of 1937, surpassed sales of 
any previous year by as much as 300 
and 400 per cent. Inasmuch as the 


total business for the country is not 
yet of a magnitude sufficient to make 
up a very impressive dollar volume, 
these percentage increase figures deal 
with what is yet a relatively small 
volume of business. Judging from 
sales performance in the past year, 
manufacturers are looking for a size- 
able increase in next year’s volume. 

Livest market for attic ventilating 
equipment to date has been the south- 
east although indications are that the 
popularity of this type of equipment 
is spreading further north. In such 
centers as Birmingham, Ala., Atlanta, 
Ga., Memphis, Tenn. and New 
Orleans, however, the business is tak- 
ing on the proportions of a mild 
boom. Power company promotion 
through window displays, newspaper 


I.E.S. Lamps 


FTER the impressive gains in 
sales and public recognition 

that I. E. S. lamps gained every 
year since their introduction in May, 
1934, the three-months business reces- 
sion at the close of last year brought 
the first decline—slight, it’s true—in 
the number of Certified Labels issued 
for these lamps for the year 1937. 

From a high of 1,069,379 lamps 
sold in 1936, the 1937 figures showed 
a drop to 968,552 lamps for 1937. In 
1935, 669,803 lamps were sold and 
from May to December in 1934, 317,- 
825 brought their first message of 
better lighting to American homes. 
Still, selling close to a million of 
these lamps during 1937 represents 
a creditable job for the electrical in- 
dustry which, since their introduc- 
tion, found itself for the first time 
with a definite selling tool to measure 
the benefits of Better Light—Better 
Sight insofar as the general public 
was concerned. 

Several new angles to the I. E. S. 
story presented themselves during the 
past year: 


advertising and bill stuffers is havin 
a beneficial effect and dealers, know 
ing that the business has an immedi 
ate seasonal and weather appeal, ti 
in with money out of their ow 
pocket. 

Inasmuch as installed prices fo 
attic ventilation run from $200 t 
$250 for the larger size installation 
there is sufficient margin in the sa! 
of the product to warrant promotion 
Incidentally, it is this larger size fa 
exhausting an average of 12,000 
ft. of air and drawing in a corre 
sponding amount of cool night ai 
that are having the biggest receptioy 
Customer satisfaction with the pe: 
formance of these units rates, in t! 
opinion of dealers, as high as a 
device they have sold. 


OR 1 
ELE¢ 
e four p 
ich foll 
i ditionin 
Lamp manufacturers of who 
about fifty-five are currently engag# — 
‘ 
in the manufacture and sale of t 
I. E. S. type lamp, have felt that t 
business was of a permanent, agpumber of 
mpanies R 


eminently worthwhile kind—that th 
I. E. S. lamp was no flash-in-the-pa 
destined for a flurry of activity aq 
an early grave. The past year bo 


118 Ce 


testimony to this new spirit in t Total 
design and manufacture of I. E. 
lamps embodying greater style valijumber of 


and a definite improvement tibmpanies R 


quality of materials that went ing 416 Cc; 
their manufacture. The Illuminati 
Engineering Society themselves ha ae 
been in the forefront of this drig, that ¢ 
for better and still better lamps. Ear mpany i 
- mpany ir 
I. E. lamps permitted bare 4, 1. 
specifications of the Society now Cdhase of 
for cups on all candles despite t§To show 
protests of some department storfer, of th 


which resented any increase, hogy 
ever slight, in the price. Difficulti 
are now about ironed out, howev¢ 
In addition, the Society has spo 
sored a contest among lamp designe 
to create lamps, embodying the I. 
S. specifications, which will have 
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higher decorative quality than pres¢ 
types which are strongest on 
e utility side. The details of this co 
R a d l re) test appear in the news pages of tli How 
issue and should bring about a nq Septen 
recognition of the function of I. 
- : + 170 urther step the society to 
—— SALES, PRICES AND VOLUME = f- 1 has to do with the sale of cheappber & Be 
imitations of the Certified Label ,partment 
E. S. lamps which have been call 
120 by their manufacturers “I. E. S. tyBtels (inclu 
y 10 lamps”. Increasing public recogifooms, etc 
== tion of the Certified Label on all t 
I. E. S. lamps, of course has 
bs and will do much in the future Bidences . 
eliminate these abuses. Prourants, 
The year 1938 should see an ipstres 
30 crease in the sale of these lamps, ftellencous 
vice president of the Electrical 
ing Laboratories which tests tlraries, fac 
lamps. He feels that the bottom 
1937 SALES RETAIL VALUE the slump has been reached and tiiput of ¢ 
sales should once more go forwaf to the 
7,631,267 $404,457,150 as in 1936. Certainly there will hhiled ana 
no let-up in the promotion and ing tabu 
All types and combinations vertising of these lamps by util indivi 
companies, department stores afrespondi: 
electrical speciality dealers. ver. 
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onditioning Survey 


OR the third successive year, 
ELECTRICAL MERCHAN- 
DISING presents here, and on 
e four pages of detailed tabulation 
ich follow, a picture of the air 
ditioning business in the United 


States, during the 12-month period of 
October, 1936, through September, 
1937, as revealed through an extensive 
survey of 118 power companies situ- 
ated throughout the country. 

The conclusions are as follows: 


What is the approximate total horsepower of connected air conditioning 
load added to your lines in the 12 months ending September 19377 


hat t Total Air Conditioning 

it anumber of Power Load Added in 12 Months Average Hp. 

at typmpenies Replying Oct. 1936-Sept. 1937 Load per Company 
118 Cos. 163,457.21 hp. 1,385.23 hp. 


in th Total air conditioning load added in 12 months ending September 19367 
Total Air Conditioning 
e valifNumber of Power Load Added in 12 Months Average Hp. 
in ti>mpanies Replyinu Oct. 1935-Sept. 1936 Load per Company 
nt in 116 Cos, 103,270.02 890.26 hp. 
1inati 
- a Based on these figures, it will be following figures take into account 
. ? n that the average load added per the installations added by only the 116 
— mpany increased from 890.26 hp. in identical companies which supplied 
can@ieg36 to 1,385.23 hp. in 1937—an in- figures for both 1936 and 1937—thus 
10W CHease of 55.60%. eliminating the two companies (Idaho 
pite t#To show a truer comparison, how- Power Company and the Northwest- 
t stomfer, of the increase in air condition- ern Electric Company, of Portland, 
e, ho¥g horsepower load added by the Oregon) which omitted comparative 
fficulti§wer companies participating in figures for 1936. 
1owev@ectrical Merchandising’s survey, the Figures for 116 companies follow: 
is 
lesign Total Air Cond. Load Added in Average Load 
12 Months—Ending per Company— 
Sept. 1937 Sept. 1936 1937 1936 
te 162,347.38hp. 103,270.02 hp. 1,399.54hp. 890.26 hp. 
1 pres Increase 57.20% Increase 57.20% 
on 
this 
s of t How many separate installations were made in the 12 months ending 
tan September, 19377 
of I Total 
home Number of Numberof Aver. Connected 
etv togype of Establishment Companies Installations Hp. Load in Hp. 
cheappber & Beauty Shops............. 59 168 5.63 946.15 hp. 
Label ppartment 53 173 127.39 22,038.25 hp. 
; ail Stores (exclusive of department 
. S. tyBtels (including guest rooms, dining 
50 184 56.08 10,319.36 hp. 
n all trgfices, Studios, Sales Rooms, Labora- 
ps 87 1,792 7.46 ‘13,377.78 hp. 
ms 45 213 140.55 29,937.94 hp. 
79 2,718 1.34 3,654.99 hp. 
staurants, taverns, inns .......... 89 885 13.92 12,319.47 hp. 
oan ipétres 73 396 46.92 18,597.07 hp. 
lamps, 87 1,010 22.63 22,485.58 hp. 
acDonal 8,914 17.56 156,526.31 hp. 
ical Te 


tests tiruaries, factories, court house, etc. 
bottom 
| and tiput of the 118 companies respond- 
» forwaf to the questionnaire, 111 gave a 
‘e will hhiled analysis, from which the fol- 
1 and #ing tabulation was prepared, show- 
by util§ individual installations, with 
ores afresponding load added in horse- 
er. 
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scellaneous included hospital, banks, cat and dog hospital, museums, libraries, pullman trains, 


4 Do you sell air conditioning 


direct? 
21 companies........ 18.42%, 
93 companies........ 81.58%, 
114 companies 100% 


1938 


118 power companies reporting on 
ELECTRICAL MERCHANDISING'S 1937 
air conditioning survey report a total 
increase of 55.60 per cent in air con- 
ditioning horse-power installed on their 
lines during the 12-month period ending 
in September, 1937 .... The following 
four pages give a detailed breakdown of 
installations and show that 118 compan- 
ies total of 8,914 installations with an 
average horsepower per installation of 
17.56 anda total connected air condition- 
ing load for the period of 156,526.31 


horsepower. 


Do you furnish engineering or ad- 


Among other industry estimates on 
visory service to distributors and 


1937 air conditioning business is that 


dealers? of William B. Henderson, executive 
84 companies........ 77.06%, secretary of the Air Conditioning 
25 companies........ 22.847, Manufacturers Association. Mr. 


Henderson places the dollar volume 
of 1937 air conditioning business at 
$85,000,000. 

Growing popularity of self-con- 
tained equipment, according to the 
Association, is expected to constitute 
a powerful sales argument in the case 
of large office buildings. Competitive 
conditions, it is felt, will force build- 
ing management to equip with air 
conditioning throughout when they 
find tenants expending money for 
private installations or moving into 


109 companies 


Approximately how many dealers 
sell air conditioning in your ter- 
ritory? 


109 companies reported a total of 
1,343 dealers selling air conditioning 
in their territories—or an average of 


12.32 dealers per power company 


7 Do you sell air conditioning direct? 


sales on installment contracts? already equipped. Cer- 
= eo tainly increased activity in room 
coolers, for both domestic and small 


commercial uses, will be a feature of 
1938 air conditioning activity. 


111 companies 


PAGE 19 


vin 
now 
nedi 
l, ti 
ow / 
fo 
0 t 
tion | 
> Sal 
otior 
e fa 
- 
corre 
t ai } 
» per 
in th 
s a 
who 
of | 
ty a 
ir bo | 
| 
| 4 
100% | | 
100% | 
> 


AIR CONDITIONING 


BEAUTY & 
. Air Conditioning Load DEPT. RETAIL OFFICE s 
OcteSept, BARBER | stores | stores | HOTELS | OFFICES | |RESR | THE. 

COMPANY 1937 1936 No. No. b No. No. No. b No. No. 
ALABAMA 
Ge... 1,899.00 338.00 16.00 2 341.00 18 154.00 1 19.00 16 46.00 5 625.00 00 2 
Birmingham Elec. Co., Birmingham Ala.. 1,651.33 921.00 4 23.75 4 947.00 16 =: 153.75 1 46 00 15 30.50 2 54.33 00 8 
ARIZONA 
Central Arizona Lt. & Pr. Co., Phoenix, Ariz... 801.00 800.00 8 8.00 Pe 10 165.00 3 200.00 12 30.00 1 150.00 e 
CALIFORNIA 
San Joaquin Lt. & Pwr. Corp., Fresno, Cal 1,445.00 1,097.00 — Breakdown not given — 
Southern Cal. Edison Co., Los Angeles, Cal.............. 1,950.00 2,022.00 — Breekdown not given — 
San Diego Cons. Gas & Elec. Co., San Diego, Cal..........-. 6.00 60.00 = = 
Pacific Gas & Elec. Co., San Francisco, Cal. . nrtanneesemns 1,802.00 1,692.00 — Breakdown not given — 
COLORADO 
Southern Colo. Pwr. Co., Pueblo, Colo 71.50 20.00 - 2 45.00 4 19.00 - 2 4.00 - 
Public Service Co. of Colo., Denver. Colo. ... 192.50 25.00 1 3.50 3 =: 120.00 1 7.50 2 29.00 2 10.50 _- 00 
CONNECTICUT 
Hartford Elec. Lt. Co., Hartford, Conn........ 239 00 331.00 1 2.50 2 136.00 2 11.00 = 7 16.00 and 00 
Connecticut Lt. & Pwr. Co., Hartford, Conn... 333.00 103.00 1 5.00 _ 7 73.00 —_ 3 12.00 2 80.00 00 
DISTRICT OF COLUMBIA 
Potomac Edison Pwr. Co., Washington, D.C. . 10.614 00 5. 857.00 29.25 46 1,302.75 14 426.00 do 244.50 21 6,934. 50°" 00 13 
FLORIDA 
Florida Public Serv. Co., Orlando, Fla. . 66 00 57.00 — Breakdown not given — 
Florida Pwr. & Lt. Co., Miami, Fla 1.016 00 700.00 1 3.00 2 123.70 15 186.40 1 80.00 15 101.60 a 30 3 
Gulf Power Co., Pensacola, Fla 155.45 147.40 - _ 2 6.90 _ 2 37.50 1 20.00 75 
Florida Power Corp., St. Petersburg, Fla 351 00 2.00 _ 2 Not given Not given 2 Not given _ = tiven 
GEORGIA 
Georgia Power Corp., Atlanta, 3,340 91 2,687.10 4 33.25 5 497.34 39 1,140.29 ~ 32 06 7 958 46 67 4 
Savannah Elec. & Power Co., Savannah, Ga......... 199 50 171.00 - -_ © 86 00 — 1 2.50 one 50 
IDAHO 
Idaho Power Co., Boise, Idaho. ...... 140 50 Not given 4 3.00 - 4 20.00 1 1.00 | 12 14.00 3.00 bed 2 
ILLINOIS 
Peoples Pwr. Co., Moline, Itt 489.00 182.00 = 1 40.00 1 40.00 164.00 1 
Illinois Northern Utilities Co., Dixon, Ill... . 47.50 13.75 1 50 _ 2 8.50 _ 3 2.00 _ bad 1 
Commonwealth Edison Co., Chicago, Il... .. 13,059.50 7,527.00 o 19.50 | 20 511.00 | 87 1,457.00 5 1,117.00 | 152 164.00 | 61 3,692.00 oo | 39 
Public Serv. of Northern Ill., Chicago, Ill... 2,115.47 1,030.40 3 9.25 4 957.50 230 238.70 — 17 14.00 1 75.00 57 1 
Central Ill. Elec. & Gas Co., Rockford, Ill... . 287.75 80.50 3 .75 4 130.50 o 33.25 1 22.00 4 3.25 2 9.50 bie 1 
Central Ill. Public Serv. Co., Springfield, Il! 371.50 140.25 1 6.00 2 11.00 50 8 
Central Ill. Lt. Co., Peoria-Pekin, Il... . 548 50 435 00 1 15.00 173.50 2 75.00 5 15.00 2 50.00 0 3 
INDIANA 
Indiana Serv. Corp., Ft. Wayne, Ind 750 00 100 00 —_ 1 Not given 1 Not given _— 1 Not given — 
Northern Ind. Pub. Sery. Co., Hammond, Ind 155 50 29.00 3 «118.50 _ 50 1 
Indianapolis Pwr. & Lt. Co., Indianapolis, Ind 1,472.41 700 00 3 5.50 4 569.00 | 13 122.75 1 50 | 41 261.41 _ ms | 
Gary Heat, Lt. & Water Co., Gary, Ind.. 130 00 92.50 6 35.25 1 1.00 1 
Southern Ind. Gas & Elec. Co., Evansville, Ind... .. 202 50 211.50 1 400 1 63.00 35.00 ow 2 14.50 1 
lowa Elec. Lt. & Pwr. Co., Cedar Rapids, lowa ..... 304 50 197.50 i 9 00 —_ 9 110.50 1 40 50 6 68 00 _ 1 
lowa Div. Nebr. Pwr. Co., Council Bluffs, lowa.............. 20.75 42.00 20.00 — 
Des Moines Elec. Lt. Co., Des Moines, lowa... 1,729 65 2,350.00 23.87 14 11 31. -227.51 3 951.50 85 3 
Sioux City Gas & Elec. Co., Sioux City, lowa................ 792.50 250 00 2 5.50 2 640 00 4 38.00 1 20.00 4 17.00 - sd 
KANSAS 
Kansas Power Co., Great Bend, 103 75 36.00 1 1.75 1 2.25 | 15 34.25 2 6.75 2 
Kansas Elec. Pwr. Co., Lawrence, Kans 230.75 217.00 2 9.75 3 48.75 4 26.00 _ 8 6.00 2 37.00 75 
Kansas Gas & Elec. Co., Wichita, Kans.. 1,011.00 750.00 11 26.00 2 206 00 31 243.00 3 30.00 17 84.00 1 133.00 SA] 3 
KENTUCKY 
Louisville Gas & Elec. Co., Louisville, Ky 1,495.54 530.16 1 9.25 4 398 00 18 251.66 1 7.50 25 172.31 6 125.41 wp? 
Lexington Utilities Co., Lexington, Ky...... 170 00 103 00 — Breakdown not given— 
LOUISIANA 
Baton Rouge Electric Co., Baton Rouge, La........ 122 46 283.00 _ 2 51.16 4 44.60 _— 5 6.30 - 3 
New Orleans Pub. Serv. Co., New Orleans, La.... 1,322.00 1,275.00 _ 3 440 00 17 164.25 4 105.00 49 255.75 7 ape 3 
Louisiana Pwr. & Lt. Co., New Orleans, La......... 112.00 50 00 — -_ —_ —_— = 3 90.00 12 
Southwestern Gas & Elec. Co., Shreveport, La........... 2,287.50 747.50 5 24.00 4 190.00 26 «= 320.00 6 305.00 16 58.25 10 = 805.50 14 B 5° 17 
MAINE 
Central Maine Pwr. Co., Augusta, Me 17.50 1 10.00 1 
Cumberland County Pwr. & Lt. Co., Portland, Me.. 85.50 8 00 1 7.50 ous 
MARYLAND 
Cons. Gas Elec. Lt. & Pwr. Co., Baltimore, Md.............. 3,295.00 1,610.50 27.00 9 1,3240€ | 25 439.00 60 487.00 62750 | 11 
Potomac Edison System, Baltimore, Md........... 124.50 66.00 4 8.50 2 27.00 5 22.50 1 3.00 s 7.00 1 40.00 ape 1 
MASSACHUSETTS 
Boston Edison Co., Boston, Mass............ bane 1,643 25 2,139.50 1 8.50 — 26 434.75 3 57.00 10 110.00 3 181.50 229% 1 
New England Pwr. Assn., Boston, Mass (23 Cos.) 760.50 848 50 _ 2 20.00 23 365 00 1 3.00 5 78.00 1 79.50 s ge 2 
Brockton Edison Co., Brockton, Mass........ 6.00 20.00 1 1.00 
Cambridge Elec. Co., Cambridge, Mass........ 77.00 37.00 2 Not given — 8 Not given — 8 Not given _- 
MICHIGAN 
Detroit Edison Co., Detroit, Mich...... 8,077.00 5,200 00 3 25.00 9 3,187.00 61 = 859.00 3 223.00 75 «533.00 1 848.00 | 170 
Consumers Power Co., Jackson, Mich.............. 1,986 00 473.00 2 13.80 2 266.00 29 319.15 2 65.00 16 118.30 - 
MINNESOTA 
Northern States Pwr. Co., Minneapolis, Minn................ 1,946.00 2,523.00 5 41.00 _ 27 872.00 1 30.00 95 315.00 1 20.00 
Otter Tall Power Co., Fergus Falls, Minn............ 100 00 50.00 2 Notgiven]| 5 Not given - _ 3 Not given _ 
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CONDITIONING SURVEY 
GRAND TOTAL FINANCE A.C. 
SELL A.C. | ENGR. ADVIS. 
| THEATRES | LANEOUs | | | “SeRvice NO.DEAL-| INSTAR 
ING A-C. 
No. | Ne Me | No | No Yes No COMPANY 
ALABAMA 
2 205.00 7 314.00 67 1,899.00 x x 10 x Our Own Sales| Alabama Pwr. Co., Birmingham, Ala. 
8 243.00 2 15.50 61 1,651.33 x x 10 x Birmingham Elec. Co., Birmingham,” Ala. 
ARIZONA 
_ 10 10.00 149 801.00 z x il x Cente al Arizona Lt. & Pwr. Co., Phoenix, Ariz 
CALIFORNIA 
— 1,446.00 x x 15 s San Joaquin Lt. & Pwr. Corp., Fresno, Cal. 
_ 1,960.00 x x 10 x Southern Cal. Edison Co., Los Angeles, Cal. 
-_ 1 6.00 1 6.00 x x x San Diego Cons. Gas & Elec. Co., San Diego,’ Cal. 
246 1,802.00 x x 65 x Pacific Gas & Elec. Co., San Francisco,”Cal. 
COLORADO 
a 1 3.50 9 71.50 x x 10 x Southern Colo. Pwr. Co., Pueblo, Colo. 
=o 2 7.00 12 192.50 x x 15 x Public Service Co. of Colo., Denver, Colo. 
CONNECTICUT 
_ 2 5.50 21 239.00 1 15 x Hartford Elec. Lt. Co., Hartford. Conn. 
— 4 136.00 22 333.00 | Packaged Units| x Limited 18 x Our Sales Connecticut Lt. & Pwr. Co.,!Harttord, Conn. 
DISTRICT OF COLUMBIA 
7 13 951.75 il 269.50 21 10,614.00 x x il Potomac Edison Pwr. Co., Washington, D."C. 
FLORIDA 
66.00 - 2 x Florida Public Serv. Co., Orlando,’ Fla. 
3 226.20 114.80 95 1,016.00 7 x 40 x Florida Pwr. & Lt. Co., Miami. Fla. 
1 57.00 a 9 155.45 x Limited 3 x Gulf Power Co., Pensacola, Fla. 
_ Not given 16 $61.00 x a x Florida Power Corp., St. Petersburg, Fila. 
GEORGIA 
4 137.00 9 169.16 118 3,340.91 x il Georgia Power Corp., Atlanta, Ga. 
— 1 56 00 il 199.50 Savannah Elec. & Power Co., Savannah, Ga. 
IDAHO 
2 40 50 23.00 78 140.50 x x 10 — Idaho Power Co., Boise, Idaho 
ILLINOIS 
1 65 00 131.00 19 489.00 x x 6 x Peoples Pwr. Co., Moline, Ill. 
1 10.00 6 21.50 19 47.50 . — 15 x Illinois Northern Utilities Co., Dixon,‘ Ill. 
39 «62,346.00 46 §=61,779.00 579 13,059.50 x 25 x Our Own Sales | Commonwealth Edison Co., Chicago, 
11 479.00 8 136.99 127 2,115.47 x x 23 x Public Serv. of Northern Ill., Chicago, I. 
1 26.00 3 40.00 47 287.75 x x 5 x Central Ill. Elec. & Gas Co., Rockford,’ Ill. 
338.00 13 371.50 x Mfrs. @ x Central Ill. Public Serv. Co.,' Springfield,’ 
3 125.00 4 6500 |, 42 548.50 x Rate Information 7 x Central Ill. Lt. Co., Peoria-Pekin, Il. 
INDIANA 
om —_ 3 760.00 x x 2 x Indiana Serv. Corp., Ft. Wayne, Ind. 
1 21.00 _- 7 155.50 x x 8 x Northern Ind. Pub. Serv. Co., Hammond, Ind. 
14 261.00 12 113.00 112 1,472.41 x x 12 — Indianapolis Pwr. & Lt. Co., Indianapolis, ind. 
1 65.00 2 7.25 15 130 00 = x Supply Leads 5 x Gary Heat, Lt. & Water Co., Gary, Ind. 
1 53.00 3.25 14 202.50 x x 4 x Self Cont. Units] Southern Ind. Gas & Elec.’Co.,'Evansville, Ind. 
IOWA 
1 40.00 1 30 00 21 304.50 Iowa Elec. Lt. & Pwr. Co., CedarjRapids, lowa 
_ a 2 20.75 x x - x Iowa Div. Nebr. Pwr. Co., Council Bluffs, lowa 
2 65.00 12.50 11 192.00 x x 10 x Peoples Lt. Co., Davenport, lows 
3 148.00 7 84.08 93 1,729.65 x x Limited 19 x Des Moines Elec. Lt. Co., Des Moines, lowa 
— 2 15.00 27 792.50 a x 7 x Sioux City Gas & Elec. Co., Sioux City, Iowa 
KANSAS 
2 27.00 8 13.25 35 103.75 x 5 x Kansas Power Co., Great Bend, Kans. 
1 62.50 3 13.50 32 230.75 4 z Kansas Elec. Pwr. Co., Lawrence, Kans. 
3 130.00 o 27.00 137 1,011.00 10 Kansas Gas & Elec. Co., Wichita, Kans. 
KENTUCKY 
wp? 162 50 8 251.80 89 1,495.54 x Limited 10 x Louisville Gas & Elec. Co., Louisville, Ky. 
Not given 170.00 x x Lexington Utilities Co., Lexington, Ky. 
LOUISIANA 
3 — 2 16.00 16 122.46 x x 5 x Baton Rouge Electric Co., Baton Rouge,’ La. 
ape 3 147.50 + 110.50 133 1,322.00 x x 15 x New Orleans Pub. Serv. Co., New Orleans, La. 
12 —_ —_ 15 112.00 = x 5 x Louisiana Pwr. & Lt. Co., New Orleans, La. 
14 B50 17 427.00 8 83.50 103 2,287.50 x x Some 20 x Southwestern Gas & Elec."Co.,'Shrevesport, La. 
MAINE 
1 7.50 - 2 17.50 x x 3 x Central Maine Pwr. Co., Augusta,'Me. 
00 7 55.00 3 85.50 x x 3 Cumberland County Pwr. & Lt. Co., Portland,’ Me. 
MARYLAND 
62 9.50 11 522.50 8 201.50 194 3,295.00 x Selfcon.un.| «x On request 10 Cons. Gas Elec. Lt. & Pwr."Co., Baltimore, Md. 
ape 1 5.00 1 1.00 28 124.50 x x If desired 12 none actively] x Potomac Edison System, Baltimore, Ma. 
MASSACHUSETTS 
22 9% 1 78.00 il 451.50 100 1,643.25 x x Cust. only 25 x Boston Edison Co., Boston, Mass. 
s Be 2 77.50 o 87.50 51 760.50 x x 25 x New England Assn., Boston, Mass. (23 Cos.) 
_ 5.00 2 6.00 x x 2 x Brockton Edison Co., Brockton, Mass. 
3 Piven — 3 Not given 35 77.00 x Selfcon.un.| «x 8 x Cambridge Elec. Co., Cambridge, Mass. 
MICHIGAN 
) | 170 BO 18 1,108.00 31 781.00 388 8,077.00 x 33 x Detroit Edison Co., Detroit, Mich. 
6 #70 30 557.00 16 503.50 117 1,986.00 x x 30 x Consumers Power Co., Jackson,'Mich. 
MINNESOTA 
} 7 4 46.00 7 113.00 197 1,946.00 x x 20 x Northern States Pwr. Co., Minneapolis,’ Minn. 
en — _ 15 100.00 x x 4 x Otter Tail Power Co., Fergus Falls, Minn. 
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AIR CONDITIONING SURVE All 


BEAUTY & 
Hp. Air Conditioning Load a , 
| BARBER | | StOges | | orrices | OFFICE | 
Total Total T 
ty Co., 310.50 71.75 1 46.00 1 3.00 5 10.50 14 930.00 2 
Ry. L. H. & P. Co., St. Joseph, Mo... 760.25 160.00 3 10.00 2 157.50 495.00 - 3 4.75 2 
Union Elec. Co. of Mo., St. Louls, 12,105.05 6,438.81 10.00 65 1,333.48 23 «62,258.25 | 126 2,003.31 19 2,781.08 | 259 76.21 4 
Missouri Pub. Serv. Corp., Warrensburg, 50.00 35.00 1 10.00 15.00 4 
Empire District Elec. Co., Joplin, Mo.......... 6-5 -6+00e0ee% 79.00 70.00 2 8.00 2 3.00 1 6.00 1 5.00 _ 2 6.00 1 945.00 
Kansas City Pwr. & Lt. Co., Kansas City, 890.90 2,260.50 7 39.90 28 4 519.00 85 749.99 5 1,270.50 100 2 
Lt. & Pwr. Co., Lincolm, Neb... 884.00 1,105.00 - 6 64.50 3 797.0 2.00 
Nebraska Pwr. Co., Omaha, Nebr... . 1,647.00 1,541.00 2 40.00 1 100.00 19 122.00 4 369.00 23 114.00 2 50.00 31 63.00 9 
80.50 23.00 1 7.50 1 15.00 58.00 
Etec. & Gas Co., Newark, N. J... 2,462.90 1,570.30 4 16 40 57 916.90 2 16.58 339.60 16 79.18 
Jersey Central Pwr. & Lt. Co., Asbury Park, N. J... 15.09 20.00 1 2.0 o- 5 7.50 
Be. 924.50 1,802.00 1 6 2 100.00 93.00 4 200 00 -_ 387 
Consolidated Edison Co. of N. Y., New York. 15,036 98 7,430.32 2 7¢.25 1,897.80 52 941.72 27 1,224.03 968.66 8 2: 
Long Island Ltg. Co., Long Island, N. Y.. 0.00 7.50 = - 
Rochester Gas & Elec. Corp., Rochester, N. 2,388.50 563.00 3 35.00 10 81.25 1 8.50 45.50 1 33.00 1e@ 32.00 
Westchester Ltg. Co., Mt. Vernon, N. ¥....... 375.00 00 2 15.30 62.00 17 116.70 9.68 1e 49.50 
Brooklyn Edison Co., Brooklyn, N. Y........ 1,381.95 2,374.00 2 500 00 129.65 21.00 3 
New York & Queens Lt. & Pwr. Co., N.Y... 675.00 760.00 - 78.00 12 «107.00 - 6 16.00 om a 67.00 
Staten Island Edison Corp., Staten Island, N. Y 26 00 4.00 2 2.00 1 21.58 
Central Hudson Gas & Elec. Co., Poughkeepsie, N. Y...... 186.75 6.00 —_ _ 1 3.0 — 4 2.75 1 110.00 1 
American Gas & Elec. Co., New York, N. Y.. 3,099.14 1,858.00 o 9.75 7 132.00 55 653.21 17 239.50 43 145.25 8 224.50 30 2 
Public Serv. Co., Cleveland, Olio. ... 85 00 28.00 3 40.00 3 15.00 22 10.00 4 5.0 
Dayton Pwr. & Lt. Co., Dayton, 1,817.30 356.80 2 26.50 1 55.00 8 175.80 77.40 2 37.40 
Clacianati Gas & Elec. Co., Cincinnati, 3,141.50 1,316.75 864.00 17 151.25 1 475.00 62 350.75 3 508.00 75 378.00 
Toledo Edison Co., Toledo, Ohio... ... 312.00 1,213.00 38.00 2 24.00 | 12 79.00 49.00 
OKLAHOMA 
Oklahoma Gas & Elec. Co., Oklahoma City, Okla.............- 1,870.00 1,435.00 2 10 00 2 189. ¢@ 24 305 00 3 195 0 55 533 00 2 260.00 *1 68.00 
Pub. Serv. Co. of Oklahoma, Tulsa, 6,813.00 393.00 23 1 225.00 7 213.00 4 352.00 10 315.00 11 «65,170.00 58 57.00 
OREGON 
Northwestern Elec. Co., Portland, 59.33 Not given 3 15.83 1 24.58 1 3.0 9.50 
PENNSYLVANIA 
Penna. Pwr. & Lt. Co., Allentown, 1,020.00 960.00 - 1 65.00 7 425 0 2 5.50 5 28.50 
Erle County Elec. Co., Erie, Pa.............- 181.50 73.67 1 50.00 16.50 
Doane. Biss. Ca., PS. 325.00 21.50 3 307.00 
Pennsylvania Pwr. Co., New Castle, Pa... .... 34.50 18.75 2 10.00 1 1.50 
Philadelphia Elec. Co., Philadelphia, 8,509.00 3,908.77 1 45.00 1 2,350.00 52 877.20 62 479.10 7 439.90 
Duquesne Lt. Co., Pittsburgh, Pa. .......... 3,884.75 2,312.00 3 28.50 3 1,993.50 34 490.00 “4 123.50 63 266.50 54 193.00 
West Pena Power Co., Pittsburgh, Pa... 510.50 190.90 1 2.0 10 103.00 7 7.0 25.50 
Metropolitan Edison & N. J. Pwr. & Lt. Co., Reading, Pa...... 223.57 313.85 - _ 8 16.25 - 4 17.50 - 1 8.00 
RHODE ISLAND 
Narragansett Elec. Co., Providence, R. 1... 300 00 348 00 12 127.00 2 25.00 1 78.00 1 4.00 
Blackstone Valley Gas & Elec. Co., Pawtucket, R.1............ 14.08 21.0 1 3.33 
SOUTH CAROLINA 
South Carolina Pwr. Co., Charleston, 8. C....... 171.25 141.00 1 93.00 2 «4.75 4 6.00 2 9.00 
South Carolina Elec. & Gas Co., Columbia, S. C............... 387.75 89.25 1 6.75 - 119.5@ 1 30.00 4.00 
SOUTH DAKOTA 
Northwestern Pub. Serv. Co., Huron, 8. 218.82 191.45 3 29.38 1 8.00 70.4% 1 38 00 o 34.87 
TENNESSEE 
Tennessee Elec. Pwr. Co., Chattanooga, Tena................. 1,018.10 965.28 1 2.0 2 630 00 © $2.75 3 76.00 12 38.75 1 27.00 8 4.00 
TEXAS 
West Texas Utilities Co., Abilene, Tex... 67.00 16.00 3 13.00 - 2 7.0 1 1.25 13 4.00 
Southwestern Pub. Serv. Co., Amarillo, Tex... .... 155.00 33.00 5 45.00 1 15.00 3 15.00 - 3 30.00 
Fort Dodge Gas & Elec. Co., Ft. Dodge, Tex......... 44.00 6.0 1 3.00 1 10.00 1 3.00 1 2.00 6.00 
Houston Lt. & Pwr. Co., Houston, Tex... 2,792.72 8,727.16 7 31.33 5 341.00 31 630.16 - 300.63 1 515.00 44 157.41 
Gulf States Utilities Co., Beaumont, Tex. ......... 374.00 852.00 il 197.67 2 111.33 1 4.00 5 
Central Pwr. & Lt. Co., Corpus Christi, Tex. ....... 676.00 71.0 1 8.0 1 19.00 7 135.00 1 248.00 7 17.00 1 80.00 4 80.00 
San Antonio Pub. Serv. Co., Sam Antonio, Tez................. 2,328.85 847.00 — 3 310.00 15 192.85 2 875.00 10 23.25 2 776.00 ‘ey 56.50 
VIRGINIA 
Virginia Elec. & Pwr. Co., Richmond, Va......... 79.00 1,168.00 23.00 13 122.00 19 99.00 9 31.00 
WASHINGTON 
Washington Water Pwr. Co., Spokane, Wash.................. 287.00 62.50 1 3.00 — 1 3.00 ~~ 5 23.00 2 240.00 18.00 
Pacific Pwr. & Lt. Co., Yakima, Wash. 171.00 150.00 5.00 11.00 
Puget Sound Pwr. & Lt. Co., Seattle, Wash.............666.6.. 65.40 21.00 Breakd: not given— 
WISCONSIN 
Milwaukee Elec. Ry. & Lt. Co., Milwaukee, Wis................ 1,316.20 485.45 1 23.80 2 394.50 20 446.20 2 130.50@ 9 146.95 1 12.00 7 151.50 
Wise. Ges & Elec. Co., Rachme, 115.50 165.50 1 5.60 | 110.00 Brea on line 
Wisc. Power & Lt. Co., Madison, Wisc... ... 129.00 0.00 —Breakdown not given— 
WEST VIRGINIA 
Monongahela West Pena Public Service Co., Fairmont, W. Va.. 116. 5@ 63.00 5 18.50 3 27.50 12 11.25 5 5.00 
163 457.21 103,278.02 1 946.15 173 22,038.25 1375 22,849.72 184 10,319.36 1792 13,377.78 213 29,937.94 2718 
— 118 Companies — Aver. 5.63 hp. | Aver. 127.39 hp. | Aver. 16.62 hp. | Aver. 56.08 hp. | Aver. 7.46 hp. | Aver. 146.55 hp.| Aver 
116 panies — 
‘sold but wot lastalled. age allov 
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RESHPY- | |, MISCEL-. INSTAL. | SELLA.C JENGR ADVIS. | INSTALL” 
TS LANEOUS | DIRECT SERVICE =| NO. DEAL- SALES 
ING A-C. 
No. No. No. No. to Wes hens COMPANY 
MISSISSIPPI 
14 930.00 2 206.00 1 1.50 26 310.50 x x 0 a. Mississippi Pwr. Co., Gulfport, Miss. 
MISSOURI 
° 2 50.00 1 28.00 26 760.25 x = On request 5 St. Joseph Ry. L. H. & P. Co., St. Joseph, Mo. 
259 76.21 a 219.51 7@ 2,358 60 002 12,105.05 x x Ea) x Union Elec. Co. of Mo., St. Louis, Mo. 
15.00 4 25.00 8 50.00 x 2 Missouri Pub. Serv. Corp., Warrensburg, Mo. 
1 45.00 _ _ il 79.00 x =x On request cy Empire District Elec. Co., Joplin, Mo. 
100 30.20 2 47.50 14 564 85 267 4,890.90 x xs Limited 25 x Kansas City Pwr. & Lt. Co., Kansas City, Mo. 
NEBRASKA 
2.0 _- 2 20.50 12 884.00 x r 4 x lowa-Nebr. Lt. & Pwr. Co., Lincoln, Neb. 
31 63.00 9 274.00 22 314.00 128 1,647.00 x 15 x Nebraska Pwr. Co., Omaha, Nebr. 
NEVADA 
58.00 _ _ 7 80.50 = x 5 x Sierra Pacific Pwr. Co., Reno, Nev. 
NEW HAMPSHIRE 
18 - 1 31.25 21 42.50 x x 12 x Public Sery. of N. H., Manchester, N. H. 
NEW JERSEY 
1% 79.18 2 168.50 15 579.10 153 2,462.90 r 2e@ x Public Serv. Elec. & Gas Co., Newark, N. J. 
5 7.50 - _ 7 15.00 x 12 x Jersey Central Pwr. & Lt. Co., Asbury Park, N. J. 
NEW YORK 
387 20.00 1 25.00 o 250.00 420 924.50 x x 14 x Buffalo, Niagara Elec. Corp., Buffalo, N. Y. 
8 1.02 22 «(1,764.61 38 «62,837 04 330 15 036.98 x x ? x Consolidated Edison Co. of N. Y., New York 
= x x Long Island Ltg. Co., Long Island, N. Y. 
10 «6 32.00 1 50.00 12 2,088.00 50 2,388.50 x x s x Rochester Gas & Elec. Corp., Rochester, N. Y. 
1e 49.50 1 42.00 4 62.98 47 375.00 x x 4 x Westchester Ltg. Co., Mt. Vernon, N. Y. 
3 123.00 o 182.50 14 422.10 56 1,381.95 x x _ 7 Brooklyn Edison Co., Brooklyn, N. Y. 
4 67.00 4 165.00 o 224.00 43 675.00 x r _ x New York & Queens Lt. & Pwr. Co., N. Y. 
21.58 _ 2 2.0 ‘38 26.00 x x On sp. Occs. 7 x Staten Island Edison Corp., Staten Island, N. Y. 
1 5.00 1 65.00 _- 9 186.75 x x 4 x Central Hudson Gas & Elec. Co., Poughkeepsie, N. Y. 
30 318.63 997.80 Si 310.25 293 3,099.14 x x 117 x American Gas & Elec. Co., New York, N. Y. 
NORTH CAROLINA 
6 «67.00 2 7.00 27 524.00 x x ° x Carolina Pwr. & Lt. Co., Raleigh, N. C. 
OHIO 
4 5.00 -_ 12 14.00 “5 85.00 x x 15 x Ohio Public Serv. Co., Cleveland, Ohio 
22 37.48 1 600.00 Roy 817.90 83 1,817.30 x x 4 1 Dayton Pwr. & Lt. Co., Dayton, Ohio 
75 378.00 7 188.00 7 125.50 193 3,141.50 x x Limited 16 x Cincinnati Gas & Elec. Co., Cincinnati, Ohie 
o 49.00 1 21.00 5 9.00 37 312.00 x x 12 x Toledo Edison Co., Toledo, Ohio 
166.15 4 334.00 10 148.75 1,036.20 x 14 x Ohio Edison Co., Akron, Ohio 
OKLAHOMA 
"1 68.00 1 85.00 5 44.00 192 1,870.00 x «x To customers 45 x Oklahoma Gas & Elec. Co., Oklahoma City, Okla. 
58 57.00 - 4 330.00 101 6,813.00 x x +] x Pub. Serv. Co. of Oklahoma, Tulsa, Okla. 
OREGON 
9.50 7 6.50 24 59.33 x 18 Northwestern Elec. Co., Portland, Ore. 
PENNSYLVANIA 
5 28.50 2 175.08 8 306 00 29 1,020.00 x x uM x Penn Pwr. & Lt. Co., Allentown, Pa. 
16.50 1 115.00 _- 3 181.50 x _- ° x Erie County Elec. Co., Erie, Pa. 
1 18.00 _- 4 325.00 x x 3 + Penna Elec. Co., Johnstown, Pa. 
3 15.50 1 7.50 7 34.50 x x 5 = Our own sales | Pennsylvania Pwr. Co., New Castle, Pa. 
7¢ 439.90 27 1,526.70 68 2,714.55 297 8,509.00 12 x Philadelphia Elec. Co., Philadelphia, Pa. 
54 193.00 389.50 14 332.75 209 3,884.75 10 Duquesne Lt. Co., Pittsburgh, Pa. 
25.50 bo 348 00 1 25.00 27 510.00 x 5 Distrib. = West Penn Power Co., Pittsburgh, Pa. 
1 8.00 4 175.00 - 19 223.57 = rz Many x Metropolitan Edison & N. J. Pwr. & Lt. Co., Reading, Pa. 
1 4.00 1 50.00 1 8.00 19 300 00 x x 6 x pa Se... Co., Providence, R. I. 
_ 1 10.75 2 14.08 - - - ad Blackstone Valley Gas & Elec. Co., Pawtucket, R. I. 
SOUTH CAROLINA 
2 9.00 _- 1 20.75 il 171.25 x Not yet 2 Active! Own Sale South Carolina Pwr. Co., Charleston, S. C. 
64.00 2 126.00 1 41.50 15 387.75 x x 5 x South Carolina Elec. & Gas Co., Columbus, S. C. 
34.87 3 31.75 29 218.82 x 10 Serv. Co., Huron, S. D. 
8 4.00 2 80.00 3 31.00 41 1,018.10 x x 10 - arn. Pwr. Co., Chattanooga, Tena. 
13 4.00 - 13.50 2 67.00 x 8 x a Utilities Co., Abilene, Tex. 
3 30.00 1 30.00 2 10.00 18 155.00 : x 5 x Southwestern Pub. Serv. Co., Amarillo, Tex. 
6.00 1 20.00 = il 44.00 = z 3 = Fort Dodge Gas & Elec. Co., Ft. Dodge, Tex. 
ase §— 1 75.00 - 408 318.50 x x 8 x El Paso Elec. Co., El Paso, Tex. 
“4 157.41 3 263.00 13 417.21 227 2,792.72 x x 16 = Houston Lt. & Pwr. Co., Houston, Tex. 
5 2 43.50 21 374.00 7 Gulf States Utilities Co., Tex. 
4 80 00 - 2 77.00 31 676.00 x x 12 x Central Pwr. & Lt. Co., Corpus Christi, Tex. 
il 56.50 - 8 68.00 54 2,328.85 x © 5 x San Antonio Pub. Serv. Co., San Antonio, Tex. 
9 31.00 & 311.00 197.00 of 79.00 x x 25 x ry & Pwr. Co., Richmond, Va. 
18.00 287.00 x 10 x Pwr. Co., Spokane, Wash. 
11.00 - 220 155.00 227 171.00 x 10 z Pacific Pwr. & Lt. Co., Yakima, Wash. 
12 65.40 _ 3 Distb. x Puget Sound Pwr. & Lt. Co., Seattle, Wash. 
49 1,316.20 i ivith Ry. & Lt. Co., Milwaukee, Wisc. 
ps, mot 1937 inst. i 166.00 Not given 118.60 x x 3 z Wisc. Gas & Elec. Co., Racine, Wisc. 
Not given 129.00 x x 25 — SActive z Wisc. Power & Lt. Co., Madison, Wisc. 
1 42.50 1 8.0 28 116.50 x x 8 = Our own sales ad Pena Public Serv. Co., Fairmont, W. Va. 
— 73 Cos.— — 87 Cos.— — 111 Cos.— — 114 Cos.— — 109 Cos.— — 109 Cos.— — 111 Cos.— 


age allows for deduction of hp. installations not given. 
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CONVENIENCE 


MECHANISM 


Economy 


Company Standing 
Beaut Y 


Deacer Stanoin 


Price 
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FIVE YEAR COMPARISON 
oF FACTORS WHICH INFLUENCE 


Rerricerator Buyin Decisions 
AVERAGE NUMBER OF FACTORS MENTIONED 


1937-207 1936-140 


1935-135 
1934-143 


1953-122 


Convenience and mechanism seem to be the leading factors which 


influence refrigerator buying decisions in 1937. 


Use savings is shown 


for 3-year period. 


CONSUMER 


Buying 


REFERENCES 


By Paul B. Zimmerman 
Vice President in Charge of Sales 


NORGE DIVISION 
Borg-Warner Corporation 
Detroit, Mich. 


PPLIANCE marketing should 
enjoy another solid advance in 
volume during 1938, but it will 

require more effective merchandising 
and selling activity. Fundamentally, in 
the economic order, nothing is more 
important than homelife. Nothing ap- 
pears to be more interesting to the 
broad mass of solid American families 
than the enrichment of homelife. 
There is continued interest in new resi- 
dential construction and in the modern- 
ization of present homes which estab- 
lishes a major opportunity for the ap- 
pliance industries from the standpoint 
of service. And it is upon the basis 
of rendering such service that profit 
depends, 

Norge concluded its fifth annual na- 
tional marketing study, reflecting con- 
ditions as of November 1, 1937, and, 
as has occurred before, explored quite 
accurately, and from the country-wide 
standpoint, the appliance buying intent 
for 1938. From the positive or quali- 
fied standpoint, among nearly 30,000 
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families, appliance buying intent for 
major appliances is indicated: Me- 
chanical refrigeration, 30.5 per cent; 
gas ranges, 20.1 per cent; electric 
ranges, 11.8 per cent; electric washers, 
24.7 per cent; electric ironers, 29.6 per 
cent. In other words, judging from 
this great mass of homemakers, it is 
apparent that 12 of each 10 families 
want some one of these major appli- 
ances. But, even with this indicated 
buying intent we should remember 
that added resistances in terms of com- 
petition for the consumer dollar will 
necessitate the more effective delivery 
of a more persuasive impression to 
win our share of the consumer dollar 
against all other industries that are 
now more active than at any time in 
the past five years. 

A new order of merchandising and 
salesmanship is at hand. Just as pro- 
duct models from year to year must be 
redesigned to be more attractive, so 
the technique of the merchant and ap- 

(Please turn to page 121) 
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THREE YEAR COMPARISON 
OF Factors WHICH INFLUENCE 


Wasner Buyine Decisions 


AVERAGE NUMBER OF FACTORS MENTIONED 
1937- 1.45 1930-142 1935-142 


Cleansing ability and dependability of the mechanism have greater weight 
in 1937 than any other factors in washer purchasing. 


Economy 


Efficiency [= 


CLEANLINESS 


Beauty 


Company 
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MECHANISM =) | 
SAFETY 
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THREE YEAR COMPARISON 
OF FacTORS WHICH INFLUENCE 
Rance Buying Decisions 


AVERAGE NUMBER OF FACTORS MENTIONED 
1937-144 1930-142 1935-138 


Economy and efficiency will 


| 


be the two most potent sales arguments on 


electric ranges in 1937 judging from this survey. 


Factors WHICH Witt INFLUENCE 
Now- Owners WHEN Buvinc IRONERS 


Owner Opinion OF ADVANTAGES OF 
AN IRONER OVER A FLaT-IRON 


Time SAVING 


Lasor SavinG 


ConvENIENCE 
APPEARANCE 


Economy 


DEPENDABILITY 


+ 


IroninG DONE REGULARLY ON IRONER 


| STANDING OF Crores Fiar Work 
Maxer ano DEALER 
Price 
4 
DonT Know 1935 | 
None 
At OTHERS 


Labor-saving hat the biggest appeal for non-owners of ironers and the 
same appeals works for the ironer over the hand-iron. 
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"Flush back, Cabinet type Ele 


ONLY MONARCH GIVES YOU 2, oe | 
THIS GREAT PLUS VALUE ee | 


Now you can fill the growing demand for Monarch’s sensational "4-in- 
Line” design with a new model, flush back, cabinet type electric range. 

Housewives instantly recognize its advantages—no more reaching 
over hot utensils—extra table space within easy reach. They welcome 
the extra working space, the great convenience and added safety 
this practical design affords. 

This De Lux Range is equipped with a full capacity 17” oven, with 
super 2” insulation to insure low cost operation, with a patented 
illuminated dial oven control, and numerous other exclusive Monarch 
features that make it completely modern in every detail. 

With the new flush back and cabinet type design, this model fits ALSO WITH 6 SURFACE UNITS AND 2 OVENS 


perfectly into the very latest kitchen plans. Write today for complete This large capacity "4-in-Line” Monarch 

information, photographs, specifications and price of Model F67K. model, flush back cabinet type design, also 

comes equipped with 6 burners, 2 full size 

Floating Heat ovens and 2 utility drawers, ia | 
| 
| 


MALLEABLE IRON RANGE COMPANY 


Il North Lake Street + BEAVER DAM, WISCONSIN 


HI-EFFICIENCY Monarch units give top performance at THE FLOATING HEAT oven, another exclusive MONARCH PATENTED illuminated oven dicl again 


low cost. They concentrate the heat against the cooking Monarch feature, insures even heat distribution and spells greater convenience in reading control settings 
utensils; combine preheating speed with stored heat low cost operation. The four wall construction is insu- and required oven temperatures. No stooping, no bend- 
economy. Boiling temperatures are maintained 18 to 20 lated all around with 2 inches of rock wool. Rack ing necessary. You can see at a glance with this exclusive 
minutes after heat is off. guides and units are easy to remove. Monarch feature, 
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San Francisco 


HIS year the Pacific Gas and 

Electric Company, serving 

northern California, has adopted 
a new policy of merchandising, leaving 
the details of promotional events and 
dealer cooperation to each of its re- 
spective districts. This has resulted in 
a close tie-in between power company 
and dealer activities. Under the 
Northern California Electrical Appli- 
ance Society a series of campaigns on 
major appliances is conducted each 
year. This year refrigerators took the 
center of the stage in the spring, iron- 
ers in the fall. 

During 1937 this utility increased 
the number of residence customers on 
its lines by about 13,000. On Dec. 31, 
1936, these consumers totaled 437,403; 
on Dec. 31, 1937, they totaled 450,000 
(estimated). In 1936 they used an an- 
nual average per home of 691 kw.-hr.; 
in 1937 this was increased to 810 kw.- 
hr. The company also served during 
1937 120,000 domestic customers in un- 
incorporated communities (estimated) ; 
in 1936 they served 107,797. 


1936 
Company- 
Dealers 

Ranges..... 4,233 
Water Heaters 2,575 
Refrigerators. 47 
Washers..... 37 ,137 
Ironers....... 10 441 
Cleaners..... 26 ,095 
Radio Sets... 103 ,399 
Air Heaters. . 9,485 
PAGE 26 


In 1937, 670,000 domestic customers of 
the Pacific Gas and Electric Com- 
pany bought an estimated $30,000,- 
000 worth of appliances and in- 
ceased their average kilowatt hour 
consumption to 810 kw.-hrs. per year 


Throughout its wide territory the 
company roughly approximates the 
total volume of domestic electric appli- 
ance business in 1937, with November 
and December sales estimated, at $30,- 
000,000. This includes a large num- 
ber of radio sets, as well as $7,000,000 
for domestic lighting equipment and 
$2,500,000 for small appliances. The 
following table shoys how this busi- 
ness was distributed among the va- 
rious appliances: 

In the Pacific Gas and Electric Com- 
pany’s territory there are 1,175 deal- 
ers. Fifteen of these are department 
stores handling a complete line of ap- 
pliances ; 366 dealers handle a complete 
line also; and 794 carry appliances as 
a side line. 

A campaign on electric ranges and 


Estimated 
1937 Proportion Estimated 
Company- of Replace- Saturation 
Dealers ments Dec. 31, 1937 
4,622 8% 7.5% 
2,650 1° 4.3°, 
48 10% 35.0%, 
33 ,000 33% 50.0% 
8,500 6.0% 
31,000 66% 60.0% 
107 ,500 66% 
10 ,000 5% % (Major 
only) 


water heaters conducted during May 
resulted in the sale of 1,045 units by 
company and dealers, 692 ranges and 
353 water heaters. A later drive, 
designated as “The Roundup Cam- 
paign” sold 1,856 ranges and water 
heaters. 

Terms on these two appliances are 
the same for both: 10 per cent down, 
with a maximum of $7.50, and 36 
months in which to pay. A $15 allow- 
ance is made for wiring, and trade-ins 
are made on an appraisal basis with a 
maximum of $20. All installations are 
made by dealers, and wiring allowance 
and trade-in offers are made available 
on dealer sales. Company salesmen 
receive part commission on dealer 
sales. A special promotional rate of 
one cent is offered for water heating. 

Quotas for 1938 appliance sales are 
being based on 1937 acomplishment. 
By units, company and dealers, these 
are: 


1938 QUOTAS 
Water Heaters......... 3,000 
Refrigerators.......... 50 ,000 
40 ,000 
15 ,000 
10 ,000 
Other Appliances...... 50 ,000 


The Pacific Gas and Electric Com- 
pany employs seven commercial sales- 
men, 26 commercial lighting salesmen, 
and 12 industrial salesmen. The com- 
mercial salesmen have about 15 cus- 
tomers each, the lighting salesmen 
about 3,000 each. The first close about 
seven jobs each, the lighting salesmen 
about 250 per year each. 


ADDITIONAL MARKETS 


to gather more detaile@ figures on specific geographic 


areas ka the country. 


The cities and tergifories represented herewith and in su 
ceeding pages of this Statistical Issue. do nol comprise, of 
course, the total trading area in the country. Mony importan 

ties and states are not fepresented by figures of any kind 
tor the simple reason thal Bo cuch figures were available an 
a0 agency for collecting @uch data bad ever been set up. 
nly where dealers s6g88 appliance sales to ‘he utility com 
oamy or a local electigal association is it possible to give a 
oicture of the business that territory. 


Spokane 
Aibany, N, Y. 

Los Angeles and Se. California 
Sen Diege 


Montana 


Tacoma, Wash. 

Atlanta and Georgia 
Salt Lake City and Utah 
D.C. . 
Idaho . 
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Reno and Neyada ...... 
Portland, O. .. 
Washington & Eastern Oregon 
Seattle and No. Washington - 
Reading and E. Peansyivenia 
Omaha and Nebraska . 
Glendale, Cai. 
Denver, Colorada 

Vaneouver, B. C. 

Alameds, (al 

Philadeiphia, Pa. 
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To supplement figures on electrical appliance sales anc : 
saturation, ELECTRICAL MERCHANDISING has endesvyored 
~ 
In addition to the studies of San Franciaco, St. Louis and 7 
Hartford, Conn. which G@ppear on these two pages. the fol- 4 
lowing markets are 
32 ob 
63 s 
7 
58 3 
36 


St. Louis, Mo. 


1,000 dealers in the ter- 
ritory of the Union 
Electric Light & Power 
Company serve 300.- 
000 of their domestic 
customers .. . In 1937 
they sold them 41,850 
refrigerators and 
4,600 electric ranges 


r NHE 300,000 domestic electric 
customers in the St. Louis, Mo. 
area, served by the Union Elec- 

tric Light & Power Company, com- 

prise one of the richest appliance mar- 
kets in the United States. 

Average annual kilowatt-hour con- 
sumption per domestic meter increased 
from 890 in 1936 to 930 in 1937. 

The power company engages in mer- 
chandising but its own sales are but 
a fraction of the total in the territory 
due to a well-formulated policy of 
dealer cooperation and promotion of 
the entire market for electrical appli- 
ances. Over 1,000 dealers serve the 


ELECTRICAL 
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territory—700 handling a complete line 
of appliances and about 300 who han- 
dle appliances as a side-line. In addi- 
tion there are seven department stores 
actively engaged in the business. 

Sales of appliances in the territory 
for 1937 were as follows: 


It will be noticed, of course, that in 
this table of sales for 1937 in the St. 
Louis territory that dealer figures on 
many major appliances were not avail- 
able. The bulk of the sale fall in this 
division. Two electric range cam- 
paigns were held in the territory, two 


Estimated Estimated 


1936 1937 Replace- Satura- 
Company Dealers Company Dealers ments tion 
Ee 1,525 2,827 1,600 3,000 1.2% 5.2% 
Refrigerators...... 1,583 39,564 1,850 40,000 10.0% 74.0% 


Other Appliances... 41,090 


CHARLES PHELPS CUSHING 


general appliance campaigns and a 
total of 350 exhibits. 

Free wiring on electric ranges is 
a company policy as is $10 maximum 
trade-in allowance. Down payments 
and terms are as follows: On all ap- 
pliances 10 per cent or $5 is suggested 
as the minimum, but dealers still ac- 
cept business with no down payments. 
Thirty months is the maximum on 
ranges, water heaters and refrigera- 
tors; 12 months on radios and 24 
months on washers and ironers. 

During 1938, dealers are expected 
to sell about 35,000 refrigerators and 
80 per cent of the ranges. 


Hartford, Conn. 


63,725 residential and farm customers 
on the lines of the Hartford Electric 
Light Company bought $2,225,000 
worth of appliances in 1937 


HE Hartford, Conn., market 
for electrical appliances is rich, 
stable and active. Some of the 
biggest insurance companies in the 
country are located here and a large 
element of the population draw their 
subsistence from this source. In De- 
cember, 1937, there were 62,800 resi- 
dential customers on the lines of the 
Hartford Electric Light Company— 
an increase of about 2,000 over the 
previous year. In addition there are 
about 925 farm customers. 
The average annual kilowatt-hour 


consumption per residential customer 
during 1936 was 1,090 and has been 
estimated at 1,192 for 1937. 

Estimated appliance sales for the 
territory served by the company 
amount to about $2,225,000 a year. 

The power company does no mer- 
chandising except for installing water 
heaters on a long-term rental-purchase 
plan. 

Sales of electrical appliances in the 
territory during 1937, compared to 
1936, are as follows: 

(Please turn to page 28) 
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IMPORTANT MARKETS 


Estimated 
Replace- Estimated 
1936 1937 ments Saturation 
Ranges 2,166 (dealers)... 2,500 (dealers)... 7% 17% 
Water Heaters. 587 (company) 700 (company) 0% 34% 
Refrigerators 6,800 (dealers)... 6,800 (dealers)... 10-15% 50-55°, 


Figures on other major appliances 
and on small appliances are not avail- 
able from the 47 dealers in the terri- 
tory which include 5 department stores, 
and 31 dealers handling full appliance 


per cent down and 30 months; radio 
sets and washers 10 per cent or $5 
down and 18 months to pay. 


It is estimated that dealers will sell 


years been one of the leading states 
in range and refrigerator sales in pro- 
portion to their population. 

Average annual killowatt-hour con- 
sumption by residence customers is 
now 1,360.46 as compared to 1,173.90 
in 1936. 


The company plus some 1,624 deal- 
ers operating in the territory did an 
estimated total appliance business of 
$4,600,000 in 1937. Sales of appli- 
ances by units together with estimates 
on replacements and saturation of ap- 
pliances during year were as follows: 


COMPANY AND DEALER APPLIANCE SALES 


, $270,000 worth of electric ranges in Net Unit Sales Estimated 
lines. 1938; that the company will do $140,- _ — Satura- ; 
Terms are as follows: On ranges 10 (00 in water heater business and that 1936 1937 a ts 
per cent down with 30 months to pay; frigerati business will hit ay “ - ot, 
water heaters (company rental pur- Fier Company Dealers Company Dealers ments 1937 
chase plan) no down payment and as apr Ranges . §,064 2,395 3,600 3,000 10% 26. 0% 
long as 8 years to pay; refrigerators 10 ances are not available. Water Heaters... 2,801 664 2,600 900 5% 10 0 
Refrigerators...... 7,434 8,308 5,000 9,000 15% 60.0 
Washers..... 1,001 2,000est. 1,050 2,000est. 15% 135 
Se 18) 200 est. 100 250 est. ..% 1.0% 
Survey Re 654 600 est. 300 500est. 50% 50 0 
9,000est. ..... 8,000 est. 80.0 
In August of 1937 we (Hartford Electric Light Co.) had a survey made for es! ees 1,000 est. ..... 1,500 est % 20 { 
us which included 1,000 house calls on a sampling of our customers. A I.E.S.Lamps.... 15,000 5,000 est. 15,000 6,000 est. % 60 0 2 
great many questions were asked, among them the following: Other Appliances.. 33,250 20,000 est. 34,000 15,000est. 25°, 


If you were to buy a new range tomorrow which would you choose, fuel 
or “lectricity? 
Answer — 48% fuel 
48% electricity 
4% uncertain. 


Four major appliance campaigns 
were conducted by the company during 
1937. The first ran from March 8 
to April 24 and resulted in dollar 
volume of business amounting to 
$514,258.29. Units sales were as fol- 
lows: 610; 


The next campaign which ran from 
May 3 to July 10 saw an additional 
$587,842 worth of business done. Re- 
frigerators led the major appliance 
parade with 2,176 units; ranges ac- 
counted for 1,321 units; water heaters 
lamps 88,761; small appliances 


The reasons given for the choice of fuel were — 


ist — That it is faster 
2nd — That they had always used it 
3rd — That it resulted in better cooking. 


The reasons for preferring electricity were — 


ist — That it is clean 7,539 and lamps of various types, in- 
2nd — That it is safe CAMPAIGN RESULTS cluding I. E. S. 2,847. 4 
3rd — That it resulted in better cooking Ranges... a The third campaign ran from July - 
fuel Water Heaters... 19 to August 28 and accounted for 
Refrigerators. . 2,094 $166,085 worth of business and the 
Another question that was asked was — — Siecle = fourth drive which ran from Septem- 
If you were to buy a hot water heater tomorrow which would you choose, Mazda Lamps on 71,117 ber 13 to November 6 brought the 
fuel of electricity? 405 employes in and resulted in a total 
Answer — 36%, fuel : Percolators......... 6 business of $164,000 
457% electricity 206 business of $164,000. 
14% oil Ale Heaters. 122 lerms and maturities in the Tennes- 
5% uncertain. I.E. S. Lamps....... 726 see Electric Power are as follows: 


The reasons for choosing fuel were — that they had always used it 
and that it was cheaper. 

The reasons for choosing electricity were — they had either used it 
and were satisfied, or they knew someon ewho had used it and were 


APPLIANCE FINANCING TERMS 


satisfied, and that it was cheaper. 
wn aturity 
ELECTRIC APPLIANCES Payment Months 

Water Heater (Automatic storage) . 5%** 24 

eine 5%°** 24 

Pumps and Farm Equipment 10% 24 

Washer (Cash sale price over $89).................... 5%** 18 

(A combination of two or more of above appliances 

financed on one contract)..................... %** 36 

Ironer (Cash sale price over $69)..................... 5%** 18 

(A combination of Washer and Ironer)........... §%** 24 

Vacuum Cleaner (Cash sale price over $49)........... 5%** 15 

Water Heater (Non-automatic)...................... 5%°* 12 

vy Fan (Commercial) Portable and Ceiling.............. 20% 4 
8 # installation not to exceed $4,000 10%* 24 
_ es Hotel and Restaurant Equipment.................... 10% 24 lar 


Chattanooga & 
Nashville, Tenn. 


118,000 domestic electric customers of 
the Tennessee Electric Power 


APPLIANCE QUOTAS FOR 1938 


General statement of plans for 1938, including estimates of expected 
sales of the larger appliances are as follows: 


NHE Tennessee Electric Power wide territory in the Tennessee Val- Air 
Company serves 118,000 cus- ley. They have done of the most con- 1. E. 
tomers—and increase of about sistent load-building jobs of any sec- 
8,000 over 1936 and operates in a_ tion of the country having, in recent 
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NEW REFRIGERATOR LINE 
Incorporating Speed Queen’s basic principles of beauty, 
dependability and sound value Speed Queen announees 
the addition of a popular-priced, 4-model Electric 
Refrigerator Line to augment its present washer and 
ironer lines. 


y NEW WASHER DESIGN AND BEAUTY 
‘Speed Queen for 1938 brings even more beauty and eye 
appeal than ever before. mpletely modern, yet not 
overdone, Speed Queen expresses the keynote of popu- 
lar preference in household appliance styling. 


7 4 REDUCED PRICES ON WASHERS 

AND IRONERS 

Speed Queen prices on washers and ironers have been 
reduced for 1938 in spite of major advances in beaaty 
and quality. This is in keeping with Speed Queen’s long- 
established policy to give the consumer the benefit of 
anticipated increased volume in advance. 


jarlow & Seelig Mfg, Co., Ripon, Wis. 


SENSATIONAL HEADLINES 1938 


try’s fastest washer. 


Speed Queen will continue to feature the 


Speed Queen has always been a fast washer. But now, 
with further improve nents in water agitation, Specd 
Queen is destined to \yrove itself by all odds the indus- 


NEW SENSATIONAL WRINGER 


famous Bow!]-Shaped Tub .... Double Walls 
to keep water hot ... Steel Chassis Construc- 
tion... the lifetime Are-cuate Drive Trane- 
mission ... plus a brand new, exclusively 
designed, Supor-Duty Safcty-Roll W ringer. 
Write for a copy of im f 
this new, complete 
Speed Queen caia- 

log and dealer pro- 
position for 1938. 
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CUSHING 


Spokane and 
Eastern Washington 


64,570 domestic and farm customers of 
the Washington Water Power Com- 
pany increased their average an- 
nual kilowatt-hour consumption to 
1,870 kw.-hrs. in 1937. Which means 
that 240 dealers sold $3,500,000 
worth of appliances 


LTHOUGH The Washington 
A we Power Company does 

not claim the highest satura- 
tion figure on electric ranges and 
water heaters, nevertheless its record 
of domestic kw.-hr. consumption is at 
the top, or very near the top of all 
sections of the United States. This 
means that the average Spokane home 
uses more electricity than does the 
average home of any other city in the 
world. For 1937 the average annual 
consumption by residence customers, 
whose estimated total on Dec. 31 was 
58,870, was 1,870 kw.-hr. (estimated). 
Last year the residence customers to- 
taled 55,870 and the average annual 
consumption was 1,775 kw.-hr. Farm 
customers this year are estimated at 
5,700; the figure for last year is not 
available. 

The record of range and water 
heater selling made by dealers and 
power company salesmen is still going 
strong. A trade-in allowance for old 
range or water heater which was 
maintained for the first half of the 
year was most popular with dealers 


adopted is shown by the following 
table: Down Length 
Pay- of Con- 
ment tract 
Electric Ranges...... 5% 24mo. 
Storage Water Heat- 
ers. : 5 30 mo. 
Refrigerators. 10 24 mo. 
Washers and Ironers. 10 10 mo. 


Low use customers were this year 
the object of a special drive with a 
“junior salesmen” set-up under which 
double commissions were paid for 
sales to customers in this group. 
Throughout 1938 a major activity of 
the sales department will center around 
these un-sold or low-bill customers. 
Special sales crews will interview these 
customers, who all are using 300 
kw.-hr. per year or less, 

As a result of these campaigns and 
other activities the total domestic elec- 
tric appliance business in the com- 
pany’s territory for 1937 is set at 
$3,500,000, including an estimate of 
November and December business. 

The sale by units is shown as fol- 


and public. The time-payment policy lows: 
Estimated Estimated 
Proportion of Saturation 
1936 1937 Replacements Dec. 31, 
Co.-Dealers Co.-Dealers Co. Dealer 1937 
Ranges..... 2,200 2,094 45% 20% 29% 
Water Heaters.._.. 1,459 1,779 20% 20% 25% 
Refrigerators... ,540 7,959 30% 40% 44% 
Washers....... ane a 6,471 6,479 50% 70% 72% 
689 677 50% 50% 10% 
Cleaners. 2,684 2,794 80% 80% 51% 
Radio Sets......... 17 ,256 13 ,493 cated 70% 92% 
Air Heaters. eee ae 1,826 50% 50% % 
1L.E.S. Lamps . 10 484 70% 70% 40% 
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The Washington Water Power 
Company has a total of 245 dealers in 
its territory. Of these, there are 45, 
including six department stores, which 
handle a complete line of appliances. 
The remaining 200 handle appliances 
as a side line. 

In its cooperative efforts the com- 
pany held community cooking schools 
in each of its suburban towns in con- 
junction with the local dealers. These 
schools were well received by the 
customers. 

The National Kitchen Planning Con- 
test proved very well worth while. 
There were approximately 250 local 
entries, and the Kitchen Modernizing 
Bureau has planned approximately 500 
kitchens, most of which are being in- 


stalled now by the customers. 

For the year 1938 the company 
plans to follow in a general way the 
activities of 1937, stressing more and 
better dealer outlets. and the active 
promotion of electric ranges and elec- 
tric water heaters. It will also stress 
the light conditioning program, 

Estimates of expected sales of the 
larger appliances are set forth in the 
following table: 


Com- 
pany Dealers 
1,000 1,000 
Water Heaters _ 1,200 400 
Refrigerators... 250 «867,000 
Washers. ... 300 6 , 500 
Ironers. . 200 400 
Radio. 
Air Heaters. 1,400 
L.E.S. Lamps ..... 6,000 8,000 


Albany, N. 


189,200 customers 
Power and Light Corp. bought 
nearly $4,000,000 worth of appli- 
ances in ‘37. 


Y the end of 1937 there were 

180,600 domestic electric cus- 

tomers on the lines of the New 
York Power & Light Corporation, 
Albany, N. Y.—seat of the state gov- 
ernment. In addition, an estimated 
8,600 farm customers swelled the total 
to 189,200. This represented an in- 
crease of approximately 6,000 over the 
year 1936. 


of the New York 


Average annual kilowatt-hour con- 
sumption per domestic meter also 
showed an increase—from 740 in 1936 
to 800 in 1937. 

Total appliance business in the terri- 
tory has been roughly estimated at 
$3,900,000 during 1937. Most of this 
was dealer business as the following 
table showing the breakdown of appli- 
ance sales shows: 


APPLIANCE SALES FOR 1936-7 


1936 1937 Estimated 
—— Saturation 

Dealers Dec. 31, 1937 
Ranges........ AP 3,400 30% in allelec. ter. 
Water Heaters. 656 250 765 315 8% inallelec. ter. 
Refrigerators...... ...... 12,832 15,340 45% 
7,605 8,250 
16 ,223 16,500 
Other Appliances. oars 608 700 


Free wiring on electric ranges is the 
policy for territory outside the gas 
limits. 

Minimum down payments and maxi- 
mum terms are as follows: 

Down 
Payment Contract 
% or $) (Months) 


Electric Ranges. . $2 36 
Storage Water 

2 36 
Refrigerators . 3 36 
Radio Sets...... 5 18 
Washers and 

24 

JANUARY, 


General statement of plans for 1938, 
including estimates of expected sales of 
the larger appliances are as follows: 


1938 BUSINESS 
Dealers 


Water Heaters... 28 
Refrigerators.........._ 2,400 
Washers......... ; 600 
50 
500 


1.E.S. Lamps.... 
Other Appliances 
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This Sign Is Prominent 


on Our Walls Because.. 


4 : Ever since we laid our plans for the 
first Stewart-Warner Refrigerator, we've 


known that merely matching competi- 
tion wasn’t enough—that both our prod- 
uct and our sales program must offer 


you more than competitors would. That's 
why the sign above has always been 
‘Test No. 1” for every development. ae 
we've proved that again this season . 
2... by putting “More for Your Money” 

in the eeduct, with such convincing, 


easily - demonstrated im a 
as SAV-A-STEP and Slid-A-Tray > 


introducing the 


first visible economy ever 
offered in refrigeration | 


@... by developing an exclusive FREE 


Floor Plan and special = finance 
plans to increase your ve nd cut 
selling costs = 
e... by more than doubling our 
tising for the coming season 4 
»... by re-tooling completely for 1938 
to pa ges you the benefit of the year's 
completely new refrigerator ; 
... by providing the newest, most pro- _ 
ductive display material, merc 
ing aids and other sales helps 


Stewart-Warner Il. 


-WARNER 


RE FRIGERATOR 


SAV- “A- STEP 
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drive on electric water heaters, a 


tered and with time control over peak 


were 
campaign which was developed princi- hours. For approved ranges and wa- the 
pally for the purpose of educating the ter heaters the Bureau provides free cent 
industry and the general public in the wiring either on a contract or contri- U 
economy and safety of the electric bution basis. The merchandising is Leay 
water heater. done by dealers through the EHFA, the |} 

The Bureau maintains a sales organ- and trade-in allowances, if any, are Ligt 
ization cooperating with dealers and up to the dealer to handle in whatever com! 
em makes a special water heating rate of | manner he has been accustomed. ns 
} 0.70 cents per kw.-hr. for approved Time-payment sales are handled as of ¢ 
™ two-clement heaters, separately me- follows: whie 
bette 
FINANCING TERMS oie 
a 
Down Length of Dur 
_— Payment Contract elect 
Cy Electric Ranges............ 5% 60 months was 
> i Storage Water Heaters...... 5% 60 months . 
Refrigerators................ 5% 36 months agat 
= . Radio Sets......... 10% 12 or 18 for value below with 
F or above $100 song 
Washers and Ironers T 
Re 5% 24 
a The Bureau of Power and Light is play, and many excellent prospects 
W here the Bureau of Power & Light an agent of EHFA, and the above were obtained. 
figures are from EHFA contract pur- An outstanding achievement, in the 
serves 341,500 residence customers chase terms. ; opinion of the Los Angeles Bureau 
Changes in domestic rates during of Power and Light, was its coopera- 
and 293 dealers accounted for the year included shortening the sec- tion with the 200 electric appliance ~— 
‘ . ond block from 75 kw.-hr. to 65 kw.- retailers in establishing a maximum Wat 
$11,700,000 worth of appliance busi- hr. and reducing the rate from 2.3 trade-in allowance on old equipment. Refi 
— cents to 2.2 cents, and reducing the The adoption of this policy has aided Was 
ness in ‘37 special water heating rate from 0.75 materially in building a sound market an 
cents to 0.70 cents per kw.-hr. for the sale of electric ranges and Rad 
OS ANGELES, which last year of December 31, 1937; on December A number of cooking schools were water heaters. Air 
heralded the arrival of an 31, 1936, there were 203,670, the in- conducted by the Bureau during the The entire electrical appliance mar- 1.E. 
electrical age with the com- crease of 137,830 being largely at- year. One, known as “The House ket of the City of Los Angeles is be- ae 
ing of Boulder Dam power, has been  tributable, of course, to the above- Party” and broadcast for one hour, ing carefully studied by the Bureau 

busy making that prediction come mentioned taking over of the former was held during the spring at the through the medium of an extensive 

— Ranges and water heaters have Los Angeles Gas city electric cus- Palomar one afternoon each week for market analysis survey. Results are T 

een the center of emphasis. 1 he tomers. The average annual consump- twenty weeks. Other cooking schools not yet available, but in the meantime teri 

Bureau or Power and Light, since tion per residence customer has been were conducted in all sections of the the Bureau estimates its dealers will pais 

the absorption of the Los Angeles Gas increased from 692 kw.-hr. for 1936 city, with an average attendance of sell the following quantities of appli- yea: 

& Electric Company’s city electric to 780 kw.-hr. (estimated) for 1937. approximately 400. The Bureau also ances in 1938: She 

serving her’ of In the territory Cove are 293 deal- assisted in a cooking school at the 10,000 exh 

Angeles, has done good work with its ers, of which 87 carry appliances as @ Shrine Auditorium conducted in co- “erat 2'500 ligt 

inspection platform, through which all side line, 12 are department stores operation with the Los Angeles Times Refrigerators........ 38/000 Fai 

ranges pass before delivery. A series which operate 14 branches and handle and the George Belsey Company on Washers............. 20 000 yea 
of range and water heater campaigns, a complete line, and 180 others also Noy. 3,4 and 5. A ‘total of 17,000 wit! 
in which dealers were accorded privi- handle a complete line. persons attended this three-day school. Air Heaters.......... 4,000 tha 
leges of EHFA terms and in which Through these outlets the domestic At the Food Show held November I. E. S. Lampes....... 25 ,000 per 

Bureau salesmen aided dealer sales electric appliance business in the ter- 7 to 14 the Bureau had an 800-sq.-ft. Other Appliances.... 25,000 the 

(the Bureau does no merchandising), ritory in 1937 totaled approximately electric range and water heater dis- The Los Angeles Bureau has a staff ing 

marked the year. : $11,700,000, with November and De- play. A special section in this dis- of fifty salesmen and specialists. The C 

There are 341,500 residence cus- cember business estimated. By units play was set aside for EHFA, and total promotional load added during hea 
tomers on the city’s lines, estimated as__ this is segregated as follows: another section for kitchen planning. the year amounted to 8,200 kw. A ers 
Several sales were closed at the dis- lighting load of 2,000 kw. was added. dov 

pur 

1937 APPLIANCE SALES met 

Estimated _ Estimated d S th be 

1936 1937 Proportion of Saturation * * * an ou ern of 

Dealers Dealers Replacements Dec. 31, 1937 I 

Ranges 3,661 7,000 5% 3.4% 4 tair 

Water Heaters 1,088 1,800 Negligible 0.9% ‘@ | 1 orniada tor 

Refrigerators 38,321 38,000 Not available 48° 

roners... 3,050 3,400 Not available 

Cleaners. 6,492 6,400 Not available Where the Southern California Edison anc 

Sets... 23,019 28,000 Not available tot 
r Heaters.... 1,574 3,000 Not available ae i , 

Company serves 432,000 domestic 193 

Other Appliances for 


and farm customers whose annual 

From March 22 to June 1, 1937, an 
electric range campaign was con- 
ducted. The theme of this campaign 


other electric range campaign was kilowatt-hour consumption now 
promoted, with the theme, “Receive a I 


$13.75 Wearever Aluminum Ware Set averages 900 Kw.-Hrs. 


was “$2.75 per month.” This was fol- in Exchange for Your Old Cooking 
lowed by a combination offer, includ- Equipment”. This campaign not only ANGES were to the fore in experimenting with methods to work cul 
ing of Boulder Dam power, has _ aided greatly in creating sales but also R Southern California Edison out the most effective system of put- vel 
range, and carried the slogan, “$4.98 helped to maintain list price sales. Company promotion during ting major equipment on its lines, cre 
per Month.” In the fall of 1937 an- This was followed by a six-week 1937. This company, which has been reports that last year 6,479 ranges ) 
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were added in its territory, bringing 
the saturation point to about 9 per 
cent. 

Under the Electrical Development 
League of Southern California both 
the Los Angeles Bureau of Power and 
Light and the Edison Company have 
combined with the rest of the industry 
in several important events. The first 
of these was the architects’ dinner, at 
which the story of adequate wiring, 
better lighting and kitchen planning 
was told to from 200 to 300 architects. 
During the national convention of 
electrical contractors, which this year 
was held in Los Angeles, the industry 
again united in an electrical exposition, 
with adequate wiring as its theme 
song. 

The Southern California Edison 


Company several years ago gave up ac- 
tive merchandising and confines itself 
to dealer promotion programs, using 


‘all media of advertising and field men 


to help sell. 

The company increased its residence 
customers (other than farm) during 
the year from 390,000 to 410,000 (esti- 
mated) and its farm customers from 
19,500 to 22,000 (estimated), domestic 
only. The average annual consump- 
tion by residence customers (not 
farm), which for 1936 was 807 kw.- 
hr., is estimated for 1937 at 900 kilo- 
watt hours per customer. 

Following is a tabulation showing 
the sale of electric appliances by units 
in the Edison Company’s territory for 
1937, with totals for November and 
December estimated: 


COMPANY AND DEALER APPLIANCE SALES 


Estimated 
Proportion Estimated 
1936 1937 of Saturation 
Company- Company-_ Replace- Dec. 31, 
Dealers Dealers ments 1937 
6,575 6,479 5% 9% 
Water Heaters........ 3,002 2,486 10% 42% 
Refrigerators............. 51,409 48 ,383 15% % 
34,464 31,261 30% 60% 
Ironers 6,742 4,893 None 10% 
12,370 11,847 Unknown Unknown 
Radio Sets 61 ,393 47,631 Unknown Unknown 
Unknown Unknown Unknown Unknown 
Other Appliances........ 100 000 100,000 Unknown Unknown 


The company has 498 dealers in its 
teritory, and while no special cam- 
paigns were conducted through the 
year, at the San Bernardino Orange 
Show and at the Pomona Fair special 
exhibits on major appliances and home 
lighting were made. At the Pomona 
Fair also the company told a mold 
yeast and bacteria story in connection 
with refrigeration. It averaged better 
than one major theater cooking school 
per week, and has twenty trailers in 
the field repairing appliances and sell- 
ing home lighting. 

On electric ranges, storage water 
heaters, refrigerators, radio sets, wash- 
ers and ironers, the company accepts a 
down payment of five per cent of the 
purchase with a minimum down pay- 
ment of $10 and allows the balance to 
be paid in installations over a period 
of thirty months. 

Rate reductions were made in cer- 
tain regions of the company’s terri- 
tory which resulted in an estimated 
decrease in revenue of $498,000. 

The company states its commercial 
and industrial lighting will produce a 
total of $1,200,000 new revenue during 
1937, and expects about the same result 
for 1938. 


Air Conditioning 


In the air conditioning field 25 in- 
dustrial, 180 commercial and 30 home 
installations were made. A new agri- 
cultural load of 30,000 hp. was de- 
veloped; the industrial load was in- 
creased by 50,000 hp. 

No special studies of markets or 


classes of customers were made dur- 
ing the year, but the company states 
business is good and it expects it to 
maintain its pace for 1938. In this 
connection there follows a_ general 
statement of its plans for 1938, includ- 
ing estimates of expected sales of the 
larger appliances: 


1938 QUOTAS 
Dealers 
19 ,000 
Water Heaters. 4,000 
Refrigerators...... 45 
Washers........... 30 
Air Heaters........ 47 ,000 
Other Appliances... 100,000 


Results of the Edison company’s 
efforts in the commercial and industrial 
field for the 12-month period ending 
December 31, 1937, (estimated), fol- 
low: 


COMMERCIAL SALES 


Light- 
ing Power 
No. of salesmen... .- 20 51 
No. of customers per 
Salesman......... 2,750 800 
No. of jobs closed per 
salesman.......... 200 
oe Kw. per Job 
2.3 
Average Kw. Added 
per Salesman...... 460 1,700 
Average No. of Calls 
per Job Closed... . 6 
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San Diego 


GALIAWAY 


71,000 domestic customers of the San 
Diego Consolidated Gas & Electric 
Company bought $300,000 worth of 
appliances in 1937 upping average 
kilowatt-hour consumption to 831 


ITH the Bureau of Radio 
and Electrical Appliances in 
charge of promotional events, 


there is never a dull moment in San 
Diego County, California. This co- 
operative organization stages one pri- 
gram after another, starting with small 
appliances, followed by refrigeration 
and continuing with radio and other 
promotions up to the grand christmas 
electrical show which is a concluding 
feature of each year. In this program 
the power company takes part just as 
though it were one of the dealers, al- 
though of course its share of the bills 
is a major one. 

This year the campaigns included 
one on the automatic ironer; one on 
“Two Radios for the Price of One”; 


one staged in April and May on elec- 
tric ranges and water heaters in which 
150 of each were sold; one on small 
appliances in May and June, which 
resulted in the sale of 800 units; one 
held in September and October on 
washers and ironers placed 150 of the 
former and 100 of the latter; and one 
covering October and November sold 
an estimated total of 200 ranges and 
150 water heaters. Total sales of these 
appliances are shown in the table. 

Among the special events were a 
“Coming Out Party” of table appli- 
ances, a spring fair of household ap- 
pliances, and the fifth annual electrical 
show. 

The results of these activities are 
shown in the following table: 


COMPANY AND DEALER APPLIANCE SALES 


Esti- 
mated 
Satura- 
tion 
1936 1937 Dec. 31, 
Co. Dealers Total Co. Dealers Total 1937 
re 515 205 720 536 264 800 6% 
Water Heaters..... 565 134 699 523 27 550 4 
Refrigerators...... 333 8,452 8,785 446 8,304 8,750 55 
si 324 4,341 4,665 253 4,247 4,500 60 
110 915 1,025 90 910 §=1,000 7 
276 «62,139 §=2,415 198 2,552 2,750 65 
Radio Sets........ 0 13,150 13,150 0 12,000 12,000 75 
Air Heaters....... 310 =1,665 975 379 1,871 2,250 ? 
Lampes..... 3,594 ? ? ? 
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THEN 


ATER FLEX is for dealers who want action — who wa 
see the machines roll out and the money roll in like 
in the good old days. You can get that result. Other deale 
doing it. But not with old methods and outworn “talking” 5 
Don’t be too quick to blame your sales force if sales aren 
to quotas. Stop a minute and ask yourself what extra sal 
munition are you giving them? What have they got to talk al 
Is it the same old washer story — just a new shape, a high 
lower skirt, a new color or a new finish — but the same old 
ing mechanism? Well that’s not enough to stir up sale 
thusiasm these days. 


You Need Water Flex 


Its washing method is revolutionary, new and different, and repres 
new era in electric clothes washer design and performance. Folks are c 
about it as soon as you tell ’em that it doesn’t beat or pound the cloth 
that it does a most thorough washing job by water action alone. Th 
can trust it with the most delicate fabrics for it can’t harm anythi 
water won't harm. The minute they hear about it they want to see it 
That makes it a cinch to get demonstrations. And once a woman 
Water Flex in action, it doesn’t take any high pressure to close t 
at a real profit. 


See This Marvelous Demonstration! 


Don’t take our word or anybody else’s word about Water Flex. 
only one way to judge it. Arrange to see a Water Flex equipped mac 
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MODEL D. An extra-capacity table-top refrigerator with two stor- 
age tanks which may be used Wet or Dry. This model also has the 
additional advantage of the side door dry storage compartment. 


MODEL F. Three storage tanks on top for Wet or Dry storage—a model 
with the greatest capacity and fastest cooling performance of any refriger- 
ator on the market. This model has no separate dry storage compartment. 


“TORTURE-TESTED” AT 110° IN 

HOT ROOM PROVING GROUNDS 
he Brunswick ‘Hot Room Proving Grounds”, with a 
temperature, the Blue Flash is put through ‘Torture 
is’ in dry and humid atmospheric conditions, equal- 
the extreme temperatures found in various parts of 
United States. Not until every Blue Flash has passed 
100 per cent, is it released to the trade. 


EVERY BLUE FLASH REFRIGERATOR 

IS CERTIFIED 

ertification of every refrigerator’s performance ac- 
panies each Blue Flash model shipped to the trade. 
is an exclusive Brunswick Blue Flash feature. 


THREE MODELS COVER EVERY 

RETAIL REFRIGERATING NEED 

Brunswick Blue Flash Line is complete. It meets the 

is of the smallest and the largest retailers. You can 

your customers one unit or a battery of several. 

. S| BACKED BY 93 YEARS OF ENGINEERING 

SKILL AND EXPERIENCE 

name Brunswick has stood for stability, integrity, 

dependability for 93 years. Today, the Blue Flash 

»-Top Electric Refrigerator represents a culmination 
those years of engineering and manufacturing 

and experience. 


1 THIS NEW IDEA HAS PRODUCED 
SENSATIONAL SALES RESULTS 


Before making this announcement of the Brunswick Ex- 
clusive Franchise, this new idea was thoroughly tested 
and proved. 

Through forty Brunswick branch offices and a few 
test points in the regular trade channels, thousands of 
Blue Flash Refrigerators were sold. 

From one city alone, five thousand Brunswick Blue 
Flash orders were received! Sales during four months of 
1937 exceeded the total volume for the whole year of 
1936! This is evidence that retailers in your territory will 
recognize the value of Blue Flash Refrigerators and BUY. 


1 y] A SUBSTANTIAL MARGIN OF 
PROFIT FOR YOU 

The Brunswick Blue Flash Franchise not only offers you 

an opportunity to tap a huge new market—a volume 

that will add to your present business and take nothing 

away from it—but it also offers you a generous margin 

of profit! 


13 POWERFUL SELLING HELPS 


A dramatic, illustrated, sales presentation, all in one 
portfolio, makes selling easier for your salesmen. A con- 
vincing and effective sales promotion plan, new selling 
ideas, and a great new finance plan, furnish powerful 
selling ammunition for your organization. 


ELECTRICAL MERCHANDISING—JANUARY, 1938 


BIG PROFITS YOU! 


14 A NEW AND DIFFERENT 
ADVERTISING PROGRAM 


A special portfolio explains and illustrates the unusually 
forceful advertising campaign for merchandising and 
selling the Brunswick Blue Flash. This covers complete 
details on trade publications and co-operative advertising. 


LEARN HOW YOU CAN 
QUALIFY FOR A BLUE FLASH 
DISTRIBUTOR AND DEALER 

FRANCHISE 


Write for Full Particulars! 


Full details relative to prices, dis- 
counts, floor plan, franchise agree- 
ment, complete finance plan and 
other pertinent facts will be fur- 
nished. Address Appliance Division, 
The Brunswick-Balke-Collender 
Company, 623 South Wabash Ave., 
Chicago, Illinois. 
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There are 206 dealers in the com- 
pany’s territory, not including drug, 
jewelry and novelty stores. Of this 
number, 125 handle a complete line, 
six are department stores handling a 
complete line, and seventy-five handle 
appliances as a side line. Including 
sales by these dealers, a rough esti- 


Electric Ranges. 
Storage Water Heaters 
Refrigerators 

Radio Sets... 
Washers and Ironers. . 

Practically all the dealers (outside 
of the company) are now selling appli- 
ances on the terms as revised by Na- 
tional Finance Companies as of Sep- 
tember 1; that is, 10 per cent down 
and a maximum of thirty months. 


\s an inducement to range and 


mate, including estimated sales for 
November and December, sets the ag- 
gregate volume of domestic electric 
appliance business in the San Diego 
company’s territory for 1937 at $300,- 
000. 

The practice of the company on time 
payment sales is set forth below: 


Down Length of 
Payment Contract 
Old range 36 months 
Old Water heater 36 months 
$10 00 36 months 
5.00. 18 months 


water heater customers, the company 
allows a discount of 4 cent per kw.-hr. 
on all consumption on the 145 cent 
block. 

In its general plans for 1938 the 
company includes the following esti- 
mates of expected sales of the larger 
appliances: 


1938 APPLIANCE QUOTAS 


Company Dealers Total 
Ranges..... ’ 400 400 800 
Water Heaters 350 150 500 
Refrigerators 400 7,600 8,000 
Washers.... 300 3,700 4,000 
Ironers... 150 850 1,000 
Radio. . 0 10 ,000 10 ,000 
Air Heaters...... 400 2,100 2,500 


The San Diego Consolidated com- 
pany does not segregate its farm from 
its residential customers. The total 
number on its lines as of December 31, 
1937, is estimated at 71,182; on De- 
cember 31, 1936, it was 67,927. The 


average annual consumption per cus- 
tomer in 1937 (estimated) was 831 
kw.-hr.; in 1936 it was 733 kw.-hr. 

Effective March 15, 1937, a change 
in rates resulted in a reduction of 
$120,000. 


Montana 


CUSHING 
PHOTO 


Butte, Montana 


65,400 residential and farm customers 
on the lines of the Montana Power 
Company bought $620,000 worth of 
appliances from them in 1937. But 
226 dealers did a big business, too 


ONTANA is the third largest 
state in the union. Mining, 
forests, dairying, agriculture 


make up most of its activities. The 
Montana Power Company, which 
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serves this region, is an active mer- 
chandiser and of late years has main- 
tained a comprehensive dealer coopera- 
tion program. The company does a 
particularly good job of selling lighting 


and also ranks high in electric range 
sales, although it also is interested in 
gas. As a matter of history, it is re- 
ported that the first electric range in- 
stalled anywhere was on Montana 
Power Company lines and that the 
first commercial order for electric 
ranges came from that pioneering 
company. 

The average annual consumption by 
residence customer for 1936 was 781 
kw.-hr.; for 1937 it has been increased 
to 827 kw.-hr. (estimated). On Dec. 
31, 1937, the number of residence cus- 
tomers on the company’s lines was 


63,000 (estimated) ; on Dec. 31, 1936, 
it was 62,447. Farm customers on 
Dec. 31, 1936, numbered 2,270; on Dec. 
31, 1937, 2,400 (estimated). 

Company sale only of domestic elec- 
tric appliances in its territory for 1937, 
with November and December busi- 
ness estimated, amounted to $620,000. 

There are 226 dealers, of which 60 
carry appliances as a side line, 16 are 
department stores handling a complete 
line, and 150 are firms which handle a 
complete line. The business done by 
both company and dealers, by units, is 
shown in the following table: 


COMPANY AND DEALER APPLIANCE SALES 


Lamp Bulbs (cartons)... ... 
Other Lighting......... 
Table Cookery Devices .... 

Other Heating Devices... 
Vacuum Cleaners... . 


Home Vent System................ 
Air Conditioning Units............ 


During the year the company con- 
ducted a 90-day range campaign, which 
resulted in the sale of 604 ranges, and 
during September a Mazda lamp cam- 
paign, which sold 24,760 cartons. Dur- 
ing a 90-day refrigerator campaign 

24 refrigerators were sold. 

The Montana company maintains a 
100-per-cent cooperative policy with 
its dealers on range and water heater 
sales. There are no promotional rates 
or free wiring, but a 10 per cent trade- 
in value is allowed. Terms on time- 
payment sales follow: 


Down Length 
Pay- of Con- 
ment tract 
Electric Ranges...... 10% 24 
Storage Water Heat- 
Refrigerators........ 10% 24 


Washers and Ironers. 10% 12 


1936 1937 Estimated 
Company- Company- Saturation 
Dealers Dealers Dec. 31, 1937 
117 ,935 106 ,317 
12,185 4,838 
3,280 1,408 
7,723 6,529 
1,112 900 20% 
40 65 
6,250 4,500 
12,348 9,116 
11,390 8,581 
2,632 1,944 
2,539 2,765 
1,234 840 
140 
10 
430 
5,332 3,061 


Estimated sales of the larger appli- 
ances in the Montana Power Com- 
pany’s territory for 1938 are set forth 
as follows: 


1938 QUOTAS 

Com- 
pany Dealers 
Water Heaters....... 
Refrigerators........ 1,183 4,734 
187 2,520 


Other Appliances.... 


The company employs nine com- 
mercial salesmen, who average 1,170 
customers each, and 36 residential 
salesmen, who average 1,737 customers 
each. 


Tacoma, Wash. 


34,000 domestic electric customers have 
an average annual kw.-hr. con- 
sumption of 1,664—yet they'll 
buy 1,000 ranges next year. 


XACOMA’S City Department 
has long been a seller of ranges 
and water heaters at a low 

price level to induce widespread use 

of this equipment. Other merchan- 
dising is left to the retail trade. The 
city’s rates rank among the lowest in 
the country, and its corresponding 
average domestic consumption record 
is high. For 1936 this figure was 1,- 


614 kw.-hr.; for 1937 it was esti- 
mated at 1,664 kw.-hr. 

Residence customers on its lines on 
December 31, 1936, numbered 33,521; 
on December 31, 1937, they were esti- 
mated at 34,114. 

The Tacoma Department has no 
record of the total value of its range 
and water heater sales, but in 1937 it 

(Please turn to page 44) 
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Washers....... : 
Portable Fans rat 
Other Motor Devices............... } 
| 7,245 27,037 
| 
| 


TRIUMPHANT 


Easiest To Sell In Volume 
Because [t Gives 


m- 
rth 


ers 


350 
734 
520 
22 
358 
037 MORE ICE CUBES ...MORE FOOD CAPACITY... ™©MORE 
/n- preservation of natural food flavors ... MORE hot weather 
ote dependability ... MORE every-day convenience . .. MORE 
ved beautiful design ...MORE of everything your customers 
want...and urged ahead by a National Advertising and Sales 
os Promotion Plan that gives MORE of everything YOU want! 
Inquire! Get set now for YOUR biggest year in Gibson’s 
biggest year—1938! GIBSON ELECTRIC REFRIGERATOR COR- 
PORATION, Greenville, Michigan. CHICAGO: American Fur- 
niture Mart. Export Sales Department: 201 North Wells St., 
Chicago, U.S.A. Cable Address: Gibselco, Bentley Code. 
sti- GIBSi O 
hy THE FREEZ'R SHELF REFRIGERATOR 
sti- 
no 
nge 
7 it 
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HE COMPLETE WASHER— 


t Washes Completely 


LOVELL WRINGER—Mas- 
sive construction; sturdy. 
Equalized roll pressure. 
Large soft rubber rolls. 


PURITAN 


Hotpoint's style leader 
with 9-lb capacity tub. 


TH RIFTIVATOR — Hot- 
point’s improved wash- 
ing principle provides 3 
zones of washing action. 
Thriftivator-washed clothes 
= last longer — look better. 


PILOT De Luxe—Smart- 
ly-styled, low priced. 
6-lb. capacity. Unusual- 
ly sturdy construction. 


PLYMOUTH De Luxe — 
Streamlined styling, mass:ve 
construction, de luxe ap- 
pointments. 7-lb. capacity. 


ALL-WHITE TUBS 
— Gleaming white 
porcelain enamel fin- 
ish, bullet-shaped de- 
sign. Smartly styled. 
Easy to keep clean. 


PATRIOT— Spinner-type 
washer, 8-lb. capacity. 
Built for long service and 
dependable performance. 


PILGRIM De Luxe — 
Eye appeal to bring cus- 
tomers flocking to your 


store. 8-Ib. capacity. 


CUSHIONED POWER MO- 
TOR—Never requires oiling. 


Silent in operation. Rub- 
ber mounted. \-h.p. G-E. 


OVER 17 MILLION 
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The Name Everybody Knows | 


Go places with Hotpoint Washers and 
Ironers in 1938! See the entire new line. 
Prepare for profits such as you have 
never known with the year’s outstanding 
style leaders in home laundry equipment. 

Hotpoint — the complete Washers and 
Ironers. Complete in beauty, style and 
performance. New, modern streamlined 
design. All-white finish. Massive con- 
struction for enduring strength. Im- 
proved Thriftivator washing action. 


PRUDENCE — Top value in 
a spinner-type washer. 9-lb. 
capacity. Controls between 
tubs. Beautiful design. 


THE COMPLETE | 
SELLING PLAN © 


=, 


PRISCILLA IRONER — Easy 
to use; simple to demonstrate. 
Low priced. Plus features to 
win customers— build profits. 


ar 
a 


STEP OUT WITH HOTPOINT 
TO A SMASHING SUCCESS! 


Quiet. Safe. Dependable. A host 
of plus features to win customers 
and clinch profits. 

See the complete line. Discover 
the variety of appeal it offers—a 
model for every need, a price for 
every purse. Seven new Washers 
—three new Ironers. Ask about 
Hotpoint’s year-round selling plan. 
Act today. Step out with Hot- 
point to a smashing success in ’38. 


HOTPOINT OFFERS NEW 
SALES HELPS 


New Literature—Colorful sales 
pieces help win prospects — influ- 
ence sales. See them — use them! 


New Displays — Action displays for 
your windows and sales floor. Arrest 
attention — dramatize the product. 


New Newspaper Advertisements 
— Sales-building advertisements for 
your local newspapers. Complete — 


ready to run. Yours for the asking. 


Tailored Selling Plan—Coor- 
dinated sales plan, tailored to your 
needs to help you sell. An organized 
program complete with new advertis- 
ing, merchandising ideas, sales helps. 


Edison General Electric Appliance Co., Inc. 
5620 West Taylor Street, Chicago, Illinois 
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SELL FAN-CONDITIONING 
WITH R&M AIR CIRCULATORS 


The coming fan season is going to be a profitable 
one for dealers selling modern fan-conditioning, 
with R & M Air Circulators. 

These big, powerful breeze-makers represent 
the practical, inexpensive way to beat the heat. 
They are just the thing for drug stores, restau- 
rants, shops, and large offices. They make cus- 
tomers comfortable and employees efficient. In 
homes, they sweep out super-heated attics and 


make sleeping rooms livable. 


R & M Air Circulators are the de luxe big fans 
—engineered and built to R & M standards, 
styled to modern tastes. They deliver more air 
with less noise and vibration. Floor, wall, ceiling, 
and bench models, in three sizes, meet ever: 
requirement. Be ready to sell R & M Fan-Con- 
ditioning—the real-money opportunity in the 
fan field for 1938. . . . Robbins & Myers, Inc., 
Springfield, Ohio: The Robbins & Myers Co., Ltd., 
Brantford, Ont. 


ROBBINS &€ MYERS 


MOTORS HOISTS CRANES PUMPS 
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sold 225 water heaters as against 184 
in 1936, and 600 ranges in 1937 as 
against 551 in 1936, with an estimated 
proportion of replacements of 35 per 
cent and estimated saturation on De- 
cember 31, 1937, of 37 per cent 
(ranges only). 

It has featured a four-unit, cabinet- 
style range at $94.50 with good results. 
It has no promotional rates, makes 
small allowances for trade-ins, and 
allows no free wiring but finances 
new wiring jobs on contract with 
range and water heater at no charge 


IMPORTANT MARKETS 


for interest. On each appliance it 
requires a down payment of $8.00 and 
balance to be paid in 18 months. 

For 1938 it has set sales quotas of 
1,000 ranges and 500 electric water 
heaters. 

The Tacoma City Department em- 
ploys five salesmen who have an 
average of 1,000 customers each. Dur- 
ing 1937 each salesman closed 225 
jobs, with an average of 12.5 kw. per 
job closed and an average of 1,250 
kw. added. Each made an average 
of three calls per job closed. 


r HE Georgia Power Company 
I which serves practically every 
community in the state, some on 

a wholesale basis, had 147,000 domestic 
electrical customers on its lines in De- 


cember, 1937. This was an increase 
over the preceding year of 13,000 cus- 


Atlanta and 


Georgia 


158,000 residential and farm customers 
on the lines of the Georgia 
Power Company consumed an 
average of 1,310 kilowatt-hours 
during 1937 and bought $6,000,- 
000 worth of appliances. 


tomers. Farm customers, in addition, 
totaled 11,000 as compared to the 1936 
figure of 9,518. 

Average kilowatt-hour consumption 
per residence customer annually 
amounted to 1,310 in 1937 as compared 
to 1.183 in 1936. 


COMPANY AND DEALERS APPLIANCE SALES 
Unit Sales Estimated 


1936 


1937 Estimated tion 


Ranges... 6 


FOUNDED 1878 


Replace- Dec. 31, 


Company Dealers Company Dealers ments 1937 
400 


6,500 1,200 15% 22%, 
Water Heaters... 3,965 115 4,000 300 2% 9% 
Refrigerators. __.. 7,123 15,000 9,000 16,000 25% 68%, 
Washers...... 1,413 3,000 1,800 3,200 20%, 
Ironers..... 329 500 360 500 1% 
Cleaners.......... 1,098 4,000 1,000 4,000 40% 50%, 
1.E.S. Lamps...... 21,340 3,000 20 ,000 3,500 5% 50°, 
Other Appliances. . 38,416 35,000 
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Approximately 200 dealers through- 
out the territory sold, with the com- 
pany, an estimated $6,000,000 worth of 
electrical appliances during the past 
vear. Of these dealers, about 50 han- 
dle a complete line; 130 sell appliances 
as a sideline to their regular business 
and 20 department stores maintain 
complete appliance departments. 

Sales of electrical appliances in the 
territory during 1937 (December esti- 
mated) are shown on page 44. 


Free Wiring 


The Georgia Power Company ab- 
sorbed costs on range and water 
heater wiring and piping provided the 
cost on the range installation did not 
exceed $50 and the water heater $45. 
Trade-in policies were set at $10 maxi- 
mum on low-priced models and $15 on 
higher-proced merchandise. 

Plans for 1938 include the sale of the 
following quota of appliances: 


1938 Quotas 
Company Dealers 
Units Units 

Ranges $4,800* $2,400 
Water Heaters . 2,700* 750 
Refrigerators... 7,200 12,000 
Waemers........ 1,450 3,500 
Ironers 350 500 
Air Heaters........ 1,500 500 
Lamps...... 20,000 5,000 
Other Appliances.. 40,000 45,000 


* Reduced from previous years due to 
change in wiring policy effective Jan. 1, 
1938. After that date, Company will pro- 
vide free wiring from service entrance to 
meter center and customer must pay for 
wiring from meter center to appliance. 


Company Plans 


General statement of company plans 
for 1938 follows: 

“During 1938 we expect to continue 
our Selective Selling Program which 
was inaugurated in April, 1937. Under 
this program, most of our sales efforts 
in the residential field during the past 
nine months have been devoted to sell- 
ing the customers using 50 KWH or 
less per month because of the fact that 
sales to this class of customer bring in 
a higher revenue per kilowatt hour and 
also because our experience has shown 
that most complaints regarding high 
bills come from customers in this 
classification, and as the customer’s 
consumption increases and he qualified 
for the lower blocks of the residential 
rate schedule, the number of high-bill 
complaints decreases. Under the Selec- 
tive Selling Program, we have made it 
worth while to the salesman to con- 
centrate his efforts among the Selective 
Group customer by paying him larger 
compensation on sales to these custom- 
ers than on sales to the larger users. 

“As stated, this plan will be con- 
tinued in 1938 but the limits of the 
Selective Group will be raised from 
50 to 75 KWH per month. While 
some changes will be made in our 
compensation plan, we will continue 
to pay our merchandise salesmen 
larger compensation on appliances sold 
to customers in the Selective Group 
than will be paid them on the sale of 
the same appliances to larger users.” 


THE 2 KNOWN BIGGEST GOLD NUGGETS IN 
THE WORLD WERE AB 


OUT THE SAME SIZE.. 


“WELCOME STRANGER” NUGGET 
Sound in Victoria, Australia 
WEIGHT—190 LBS. 


Sound in Victoria, Australia 


WEIGHT—184' LBS. 


the BIGGEST MAGAZINE 


is DOUBLE the size of the second biggest! 


HE TWO biggest gold nuggets ever found 
ae so little in size that, seeing them 
side by side, even an expert couldn't tell which 
was larger. But there’s no question about 
leadership in the magazine field. The world’s 
biggest magazine——The American Weekly 
—is more than twice as big as its nearest 
competitor ! 

With its circulation increased from 
6,000,000 to more than 7,000,000 families 
—by the addition, on January 2, 1938, of 
six great Sunday newspapers as distributing 
publications — The American Weekly is now, 
more than ever, the greatest advertising force 
in the world to help retailers move merchan- 
dise. For this tremendous circulation is con- 
centrated in the nation’s most active buying 
areas —in the rich trading territories where 
the great majority of 
families live, and 
where maximum re- 
tail sales are made. 

Products 
advertised in The 


THE 


in the World 


7,000,000 NEAREST 
WEEKLY COMPETITOR 
CIRCULATION CIRCULATION 


American Weekly have the strongest selling 
support a manufacturer can give them —the 
type of selling support that means faster 
turnover and greater profits for you. Stock 
and feature these products—you'll find it pays. 


What The American Weekly is 


The American Weekly is the largest maga- 
zine in the world. It is distributed through 
the 15 great Hearst Sunday newspapers and 
6 other important Sunday newspapers. In 
699 of America’s 995 towns and cities of 
10,000 population and over, The American 
Weekly concentrates 68% of its circulation. 

In each of 247 cities, it reaches one or 

more of every two families 


In 155 more cities, 40 to 50% of the | 
families 


In an additional 133 cities, 30 to 40% 
In another 164 cities, 20 to 30% 


. and, in addition, more than 2,000,000 
families in thousands of other communities, 


large and small, regularly buy and read The 
American Weekly. 


“‘The National Magazine with Local Influence’’ 
Main Office: 959 Eighth Avenue, New York City 
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SELECT 


COOKING SPEEDS “a 
- 1300 Watts to 80 Watts from One Calrod Unit 


HOTPOINT opens up a vast new mar- | rf \ 
ket with this amazing new cooking unit— : 
the foremost line of electric ranges for 1938 
—and range features sought by every buyer. 


Get all the facts quickly. Mail the coupon. 


offers another sensational deve:op- 
— ment in electric cooking units—the new Super- 
TRADE In ed “Select-A-Speed” Calrod. This great new 


YOUR 


STOVE OW A lrod unit speeds up to high heat in faster time than 


ever, with 1300 watts. It maintains full rated wattage 
for life, and gives a cooking speed that compares with 
that of any other fuel. 

Select-A-Speed Calrod allows an instant choice of 
5 different cooking speeds: Warm: 80 watts; Thrift: 
160 watts; Quarter: 325 watts; Half: 650 watts; 
Super-Speed: 1300 watts. 

At the ““Warm”’ setting a slow flow of current keeps 
foods at serving temperatures without drying out their 
luscious goodness. Three speeds in between provide 
temperatures for all intermediate cooking operations. 
The Super-Speed at 1300 watts ends forever any doubt 
about the speed of electric cookery. And the ‘‘Warm’”’ 


Backing up Hotpoint’s great 1938 line of ranges—and the dealers who and “Thrift” heats ive even greater economy. 

sell them—is an all-inclusive national about and promotional pro- Get all the facts. Mail the coupon right now. 
gram that will bring people in to buy. National advertising, newspaper EDISON GENERAL ELECTRIC APPLIANCE CO., Inc. 
advertising, direct ais retail sales contest material. Be the one to profit! 5620 West Taylor Street, Chicago, Illinois , 


See the full line of Hotpoint 


ances at the January 
ket, American 
Furr » Mart, January 3-15, and 
Furnishing Show, 
evens Hotel, 


uary 10-28. 


cago, J 


LEFRIGERATORS + ELECTRIC WATER HEAT 
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the most ible elec- 
tric cooking unit in the world. 
1. SUPER-SPEED (1300 Watts) 
2. HALF (650 Watts) 

3. QUARTER (325 Watts) 

4. THRIFT (160 Watts) 

5. WARM (80 Watts) 


Easily Removable Spillage Trays — an 
exclusive feature of Select-A-Speed and 
Standard Calrod 


— 


“Chef's Brain” Timer Clock and elec- 
trically driven built-in Time-Chime—a sales 
feature when talking electric cookery. 


THE SALISBURY—Hotpoint’s latest popular priced built-to-the-floor model. Full porcelain enamel; Thrift Cooker is Hotpoint’s oversize 6-qt. 
one Select-A-Speed Calrod; two Standard Hi-Speed Calrod units and Thrift Cooker. The Salisbury kettle—cooks a small quantity of food or an 
is completely equipped with new de luxe lamp and white condiment set. New moderne Timer Clock entire meal—yet costs no more to operate 
has built-in electrically driven Time-Chime. Warmer drawer equipped with fast-heating than the light. 

Calrod unit (750 watts) with built-in Safety Thermostat. Make the Salisbury your volume leader. 


10 Beautiful Hotpoint Models—one Select-A-Speed Calrod 
Unit standard on all except apartment house models. 


Edison General Electric Appliance Co., Inc. 
5620 West Taylor Street, Chicago, Illinois 

Please send complete facts about the new 1938 
Hotpoint Electric Ranges and Select-A-Speed Calrod. 


Name 


Address. 


WASHERS AND I[RONERS City State 
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i 15,213 calls, Ohio Public Service Company 


found the dollars and cents answer to a comprehensive home 


lighting program... Here is the story and the results 


for Lighting Sales 


N 1935 Mr. T. O. Kennedy, gen- 

eral manager of the Ohio Public 

Service Company, and Mr. C. L. 
Dunn, General New Business Man- 
ager, decided to inaugurate a_ well- 
rounded Better Light—Better Sight 
program for all of their domestic con- 
sumers. In reviewing the past and 
contemplating the future, they saw a 
magnificent opportunity to serve hu- 
man beings. The meager lighting that 
abounds in the vast majority of homes 
could now be converted to new stand- 
ards of lighting, and with the new 
background which the science of see- 
ing affords they knew that a real con- 
tribution to human comfort and mod- 
ern living could be made. The prin- 
cipal task was that of replacing the 
homemaker’s lack of understanding 
and indifference towards improved 
lighting with new knowledge which 
the science of seeing supplies. In 
addition, and even more deeply en- 
trenched, there are the prejudices of 
habits of lifetimes to be overcome. A 
community seeing consciousness had 
to be awakened. 

The over-all picture of how this is 
being accomplished in the nine prin- 
cipal communities served affords a 
highly interesting example of creating 
a community seeing 
One in which the rate of acceptance 
on the part of the homemaker bears 
out a well-placed confidence in the 
homemaker when she knows the value 
of what she is getting when making 
a new expenditure. 

First it was decided that selection of 
particular classes of homes would be 
avoided. Low-use customers, average 
and higher-use customers would be 
called upon just as they occurred up 
and down a given street and in all 
parts of a community. An educational 
job was the first objective and all 
classes of people form a given com- 
munity consciousness. 


mscit yusness. 


As a principal means of starting in 
the fall of 1935, home lighting ad- 
visors were selected and trained. To 
date approximately 40,000 homes have 
had lighting recommendations. 
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By 
E.W. COMMER Y 


Lighting Research Laboratory 
General Electric Company 
Nela Park, Cleveland 


Since al of the elements of the pres- 
ent operation have been functioning for 
many months, the period from January 
1 to December 1, 1937 presents the cur- 
rent effectiveness of this operation. At 
the present rate of coverage—15,213 
recommendations in eleven months— 


Three advisors starting the day from a district office with their 
demonstration kits, lamp bulbs and accessory demonstration 
equipment. Note the window display of better-sight lamps. 


In addition to the official certification tag, a large tag is used. 
The large tag points out that the floor or table lamp is a 
better-sight lamp and may be placed in your home on trial. 


the personnel can cover the total of 
79,000 domestic customers in about 
three and one-half years. This as- 
sumption is based upon leaving recom- 
mendations with 75 per cent of the 
homes on the first call. During the 
eleven months there was an average of 
26 home-lighting advisors, two women 
supervisors, one woman on group 
meetings throughout the properties and 
one general lighting director, Mr. 


Leroy W. Clauer. 
served and their populations are shi 


The communit 


in the following table: 


Communities and Populations Sery 


44 
23, 
Massillon ........ 26, 
33, 
Werrem ...... . 41,0 


The operation introduces a varie 
of the typical problems found in 
operations and those peculiar to 
operation which is geographic 
spread. A round trip through 
properties involves 300 miles. 

With a full recognition of the va 
of training, all home-lighting advis 
were given the General Electr 
LaSalle Home Lighting Ad\ 
Course for both individual and gr 
study. From previous experience : 
supervisors were well qualified to car 
on the reviews and instruction in s1 
groups at each of the division he 
quarters throughout the fully ; 
scribed time. The operation star! 
in the latter part of 1935 and indivi: 
and group study is still maintained 
all divisions by the supervisors. 
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To facilitate movement and 


daily effectiveness, one automobile 
supplied in each district. 
an average of three advisors in ac 
In this way they are able to move 
the section in which they work \ 
their demonstration kits, lamp bu 
and accessory lighting equipments | 
demonstration. 
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(Please turn to page ¥ 


All district offices prominently display Certified 1.E.S. Sp 
fication lamps. A wide variety of styles from metal to cry 
and pottery-base lamps are shown in appropriate price rang 


The junior salesman readily converts an old ineffective brid 


lamp into a modern effective better-sight floor lamp using 
100-watt lamp and the proper type of reflector. 
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(Continued from page 48) 


As a means of demonstrating the 


ae" value of using more light immediately, 

. complimentary lamp bulb, either 100 

watt or 150 watt is installed in any 
} Sery viven socket in the home in which it 
_...4,4@@ ay be placed without creating an un- 
..11,@@ desirable glare condition. That there 
an opportunity to introduce either 
ber + of these two sizes of lamp bulbs in 
2648 present equipment and that this serv- 
..33,4@ ice is appreciated is borne out by the 
a fact that 14,800 of these lamps were 
7" placed in 15,213 homes during the year. 
1 val As the work progressed it became 
id in @ very apparent that a considerable num- 
r to g@ber of people would like to have im- 
aphi: proved lighting from some of the 
ugh lamps they had bought in more recent 

years or from lamps upon which they 
the \ placed values either sentimental or 
adv monetary. In fact, if some means 
Elec could be instituted to accomplish these 
Adviagg changes, this service would not only 
nd grog be appreciated but would also make it 
ience @ possible for many homemakers to take 
1to cag immediate action. Since the home 
1 in smi lighting advisor herself was established 
on hea to do an educational job, it became 
Necessary to introduce a junior sales- 
n fated man who, among other things, was 
ndividgg equipped to quote specific prices, take 
tainedig the old lamp to headquarters, make 


rs. [— the conversion and return it. 


lincregl The prices at which this work is 
mobile (lone are given: $2.95 for converting 
ris play lamps to those using the 8-inch diam- 
in a acter bowl for 100 watts; $4.25 for 
move Converting to three-lite lamps, 100-200- 
ork wi 300 watts; $5.75 for converting to 
mp bugg three-lite with auxiliary candles. 
ments # Each of the prices includes a paper 
» shade. For those wishing silk shades, 

o page 51.00 is added to each of the above 
| prices. Just how effective this service 

has become is indicated by the fact 

that in the last eleven months 3,100 

re ~ floor and table lamps have been con- 
ice rang verted largely at the direct request of 


the homemaker. The number of 100- 
watt models is about equal to that of 
the 100-200-300 watt model. The total 
conversions show that an average of 
one occurs for every three homes in 
which recommendations are made. 
This particular service seems to effec- 
tively lead the way for other sales of 
lighting equipment since the junior 
salesman now find it advisable to in- 
troduce a new additional floor lamp. 
table lamp or kitchen unit when he 
returns with the converted lamp. 
Call-backs on 35 per cent of the 
15,213 homes originally covered show 
the presence of 1,570 new 100- or 150- 
watt better-sight lamps and 2,061 new 
100-200-300 watt better-sight lamps. 
In addition, 975 other types such as 
pin-it-up lamps were found as well as 
1,430 fixtures and 3,200 new shades. 
gm lhe fixtures are largely types which 
an screw into existing sockets. It should 
be noted that these figures are derived 
from call-backs in 5,300 homes. A fig- 
ure of this magnitude allows reason- 
able speculation on the actual number 
of these pieces of lighting equipment 
in the total of 15,213 homes. There 
seems to be good reason for believing 
that the total net effect of the operation 
has produced values at least three 
times those given above on new floor 
and table lamps since the basic check 
makes no allowance for purchases 
following the normal call-back which 
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follows the original call. Furthermore, 
the usual season of concentration on 
portable lamps by the merchandise 


salesman is not included since this 
effort takes place in October and No- 
vember. This is too close to the pe- 
riod covered in this summary for com- 
plete inclusion on the normal rate of 
call-back. At the same time salesmen 
make sales in many of the homes that 
had been covered earlier in the year. 


Dealers likewise feel the effect of 
this whole program. Dealers have 
been informed of the advisors’ work 
and special dealers’ meetings have been 
held to further bring them into the 
activity. All are urged to carry the 
lighting merchandise which the ad- 
visor suggests in her recommendations. 

At this point the merchandise sales- 
men agree that lighting equipment can 
be sold the year around in homes since 
the home lighting advisor has been in 
the territory, and the months in which 
they specialize on lighting equipment 
‘ales are far more profitable than they 
used to be. Mr. Dunn, General New 
Business Manager, makes a valuable 
comment on the whole Better Light— 
Better Sight movement when discuss- 
ing the sale of modern floor and table 
lamps in the home. He says, “There 
is really not enough difference in ap- 
pearance between many of the floor 
and table lamps of five years ago and 
today to warrant people buying new 
lamps or replacing or converting many 
of their old ones. The education, how- 
ever, which has been supplied in re- 


The junior salesman delivers the converted lamp and at the 

same time he suggests trying a new companion Certified 1.E.S. 

Specification lamp so that several members of the family may 
experience the benefits of improved lighting. 


The living room in an average house as found on the call-back. 
Two old lamps have been converted, two new approved lamps 
and one pin-it-up lamp have been installed. 

been added to fixtures in both rooms. 


1938 


TABLE II 


Results From 15,213 Home Lighting Calls 
January 1 to December 1, 1937 


Average increased wattage recommended............. ........... 515 watts 
Average wattage increased on first call........................ 155 watts 
Average additional increase over first call......................... 155 watts * 
Total estimated increased wattage.... ...............ccccccccetce 4,727,700 
Known increased wattage per 131 
Estimated increased wattage per advisor....................... 181 kw. + 
E. A. R. per advisor (from known wattage)................... . .$2751.00 ¢ 
E. A. R. per advisor (from estimated wattage)................. . $3801.00 ¢ 
Old lamps converted to new 3100 
New certified I. E. S. specification lamps.. .. .... .. ............. 3631 § 
Other types including 975§ 


* Found in addition to wattage increase 
created at the time of the first call. Figure 
obtained from call-backs in 5000 homes. 


+ Eleven months. 


t Pleven months. 


Annual revenue per 
kw. 


installed is estimated at $21.00, i.e., 


gard to better lighting and Certified 
I.E.S. Specification lamps makes the 
new lamps entirely different and 
desired.” 

With an operation which provides 
the education, through home lighting 
advisors, through specialized talks be- 
fore club groups, through billboards, 
through display of lighting merchan- 
dise in all district offices, through deal- 
ers, We may witness community light- 
ing consciousness not as something to 
dream of but visible through the win- 
dows of homes at night. Since the 
beginning of the operation nearly 
40,000 homes have been called upon 
and recommendations written, hence an 
extensive experience has been gained 
working along the general lines dis- 


back. 


the call-back. 
Shades 


have 


600 hours annual use of the added wattage 
installed at $.035 per kw-hr. 

§ Checked from call-backs in one-third 
of the homes receiving lighting recommenda- 
tions. A materially greater number eviats 
since the check was made in 5300 of the 
15,213 homes receiving recommendations 


cussed. A summary ot results for the 
period of January 1 to December 1, 
1937 will aid in bringing the measur- 
able results to a focus. See Table II. 
In addition, there are the many intangi- 
ble results which build for the future. 
A single element of the intangible is 
clearly brought out today. In going 
back over neighborhoods when the 
service was not understood, the num- 
ber of refusals was relatively high. 
Today these same homemakers are in 
full sympathy with the idea and prac- 
tically every one of these doors is open 
to the adviser. Its acceptance becomes 
something like the acceptance for elec- 
tric service, today it is universal. Bet- 
ter lighting, through a well-rounded 
program, may also become universal. 


The home-lighting advisor leaving a home after her first call- 

Inside she has created the desire for improved lighting. 

The homemaker has had two old lamps converted and has 
bought two new better-sight lamps. 


And this is the parlor in the same house as it was found on 


The modest home wants better lighting as well 
as the more pretentious home. And modernizing old lamps does 
the job as effectively as buying new ones. 
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MAY BE ‘ASTONISHED 


HANDIER TO USE and 


FIRST SHOWING 


of this Revolutionary New Line 


January 10th to 15th—Stevens Hotel, Chicago. Room 
938-A, National Housefurnishings Show 
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= * is epee in the new Vaculator 


HILL-SHAW 


at the number of women who use their present 
glass coffee brewer only when entertaining. 
Such women tell their friends that they would 
like to use the glass brewer every day because 
it does make much better coffee. But they say, 
“the glass is too poorly protected from break- 
age”, and the whole process is “a little too 
much bother” for daily use. 


A Great New Opportunity 


is now opened up for you by the new “handier 
to use” and “better protected” Vaculator. 
Here is a glass brewer which will be used daily 
by the average home. Here is a glass brewer 
which users will recommend to their friends 
without the old reservations. 


Seldom Indeed 


It is indeed seldom, in this highly com- 
petitive world, that any one manufac- 
turer is able to offer in his product such 
an extraordinary margin of advantage 

over all competitive products as 


CHICAGO 
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SING 


and Utah 


CHARLES PHELPS 
CUSHING 


99,295 residential and farm customers 
of the Utah Power & Light Company 
bought $6,570,394 worth of appli- 
ances from 685 dealers in 1937 


r AHIS year’s winner of the George 
Hughes award for electric range 
selling was the Utah Power 

and Light Company of Salt Lake City. 

Electric water heating has not been 

far behind on the record, with the 

result that the kw.-hr. consumption 
figures for this district are steadily 
going up. The average annual con- 
sumption per residence customer (not 
farm) for 1936 was 876 kw.-hr.; for 

1937 it is estimated at 978 kw.-hr. The 

company has a comprehensive dealer- 

cooperative plan, which has helped 
bring the dealer into the picture of 
selling both ranges and water heaters. 

As an example of the full coopera- 
tion extended dealers by the company, 
its outside residential salesmen are 
sid on an E.A.R. basis, and they are 
allowed E.A.R. credit for sales made 
for dealers in the same manner as if 
the sale had been made by the com- 
pany. 

In its range and water heater activi- 
ties it offers, as promotional rates, 


half-price on all electricity used in 
excess of the previous year’s billing 
and an objective rate. During 1937 
it installed electric water heaters for 
$5.00. Its terms on electric ranges, 
water heaters, refrigerators, and wash- 
ers and ironers are a down payment 
of five per cent and the balance in 
twenty-four months. 

The Utah company on December 
31, 1936, was serving 82,478 residence 
customers and 14,418 farm customers; 
on December 31, 1937, these had in- 
creased to 82,745 and 16,550 (esti- 
mated), respectively. 

It has in its territory 685 dealers, 
comprised of 149 who handle a com- 
plete line, 514 who carry appliances 
as a side line, and 22 department 
stores with a complete line. 

The domestic electric appliance busi- 
ness done by the company and its 
dealers during 1937, including esti- 
mates on November and December 
sales, was roughly $6,570,394.00. By 
units, this was distributed as follows: 


COMPANY AND DEALER APPLIANCE SALES 


Estimated 
1936 1937 Proportion Estimated 
Company- Company- of Replace- Saturation 
Dealers Dealers ments Dec. 31, 1937 
3,574 4,515 % 33% 
Water Heaters...... ; te 1,615 10 4 
10 25 50 
Washers...... ; 12,474 10 ,952 75 75 
8,014 6 445 75 75 
19 17,176 70 90 
2,217 2,016 75 5 
52,078 49 268 30 33 
Other Appliances.......... 95,535 74,393 50 95 


In addition to its regular schedule 
of shows and displays at fairs and 
similar exhibitions, the company sent 
a commercial cooking truck on a tour 
of its territory, contacting all com- 
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mercial cooking customers, and _ its 
Provo Division operated a “Fixit” 
truck for several months. Both of 
these special exhibits were very suc- 
cessful, 


1938 


During the year its residential cam- 
paigns included: a range replacement 
campaign, Part I, January and Febru- 
ary, company only; resulting in the 
sale of 696 range elements to modern- 
ize electric ranges already in use in 
the territory; a range trade-in cam- 
paign, 60 days, February and March, 
in which 1,671 ranges were sold, 901 
by the company and 770 by dealers; a 
poultry brooder campaign in February 
and March, in which all equipment 
was sold by dealers with the coopera- 
tion of the company’s farm special- 
ists, resulting in sale of brooders of 
total chick capacity of 32,625; a 
“Goin’ To Town” water heater drive 
during February, March, April and 
May, resulting in a total company and 
dealer sale of 886 electric water 
heaters; a refrigerator campaign in 
which the company joined with the 
General Electric Company in its an- 
nual 60-day (ending June 15) activity, 
resulting in the sale of 188 new units; 
a “Zipper Range Campaign” during 
April, May and June resulting in 
combined company-dealer sales of 1,- 
501 electric ranges; a small appliance 
and lighting equipment campaign con- 
ducted during May, June and July by 
the Home Service Department in 
which no definite unit quotas were set 
up but in which the results were be- 
yond expectations; a Trade-In Iron 
campaign in May resulting in 1,348 
additional electric irons being sold 
during the month; a “Running Water 
Campaign” conducted in connection 
with the company’s farm activity, re- 
sulting in 190 sales by dealers through 
the cooperation and efforts of its farm 
specialists ; a cool cooking campaign in 


June and July on electric roasters and 
cookery resulting in 179 company sales 
principally through Home Service ad- 
visors; a “Sky Rocker Range and Wa- 
ter Heater Campaign” in July and 
August, resulting in 977 sales by 
dealers and company; in September 
the annual Lamp Bulb activity, the 
most successful yet conducted, result- 
ing in the sale of 11,556 cartons of 
jamp bulbs by the company ; in October 
its annual “Better Light Better Sight 
Campaign” on portable lamps and fix- 
tures, participated in by all employees, 
to conclude December 25. In October 
the company also began what it terms 
its “Silver Jubilee Campaign” on elec- 
tric ranges and water heaters. This 
campaign, which will not conclude 
until the end of December, has been 
very successful, the entire campaign 
quota being really attained in a seven- 
weeks period. 

On April 1, 1937, the company put 
into effect a reduction of one cent per 
kw.-hr. on straight residential light 
rates. 

In making its plans for 1938 the 
Utah Power and Light Company has 
included the following estimates of 
expected sales of the larger appliances: 


1938 Quotas 

Com- 

pany Dealers 
1,900 2,100 
Water Heaters 1,400 600 
Refrigerators... . 13,00 8,700 
Washers 300 720 
Ironers 162 484 
Air Heaters.......... 384 1,716 
I. E. S. Lamps...... 12,000 37,000 
Other Appliances.... 13,154 61,400 


Washington, D. C. 


160,000 domestic and farm customers 
on the lines of the Potomac Edi- 
son Company accounted for 
$9,600,000 worth of dealer sales 


in 1937. 


UE to a large number of gov- 
ernment employees, the Wash- 
ington, D. C. market is one of 


the most stable of its kind in the 
country. Incomes average higher than 


in other parts showing, according to 
a recent Daniel Starch survey, that 
only 40 per cent of the population were 
in the less-than-$2,000 bracket and 
(Please turn to page 56) 
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that over 50 per cent were in the 
$2,000 to $5,000 classification. 

By the end of 1937, there were 159,- 
000 domestic electric customers on the 
lines of the Potomac Edison Company 
—an increase of 6,000 over the year 
previous. In addition, there were 921 
customers classified as farm. 

Annual kilowatt-hour consumption 
per average domestic meter increased 
from 1,068 in 1936 to 1,104 in 1937. 


COMPANY AND DEALER SALES IN 1937 


About 140 dealers serve the territor) 
—70 handling the complete line ani: 
60 selling appliances as a side-line and 
7 department stores handling appli- 
ances in a separate department. These 
dealers accounted for an aggregate oi 
$9,600,000 worth of appliance busi- 
ness in 1937, 

Breakdown of appliance sales by 
dealers were as follows: 


Unit Sales 

Estimated Estimated 

1936 1937. Proportion of Saturation 

Dealers Dealers Replacements Dec. 31, 1937 
IS 2,697 4,300 7% 8.8 
Water Heaters. _. 126 165 1.0 
Refrigerators... 20 495 18 10°, 72.0 
Ironers 7.7 
Cleaners... 70°, 67.0 
Radio Sets 45 698 38 477 80% 97.7 
Oil Burners 5 2% 16.1 


In addition to the above campaigns 
and regular exhibits the following 
were featured for periods of several 
weeks : 

Lighting and Wiring—Jan. 4 to 


Feb. 6. 

Laundry and Cleaning—Feb. 8 tuo 
March 20. 

Refrigeration — March 22 to 
May 1. 


Public test of 12 nationally 
known makes of refrigerators. 
Refrigerators were run under 
actual conditions in a sealed 
room that duplicated Wash- 
ington weather during the 
hottest week of the previous 
summer with a maximum 
temperature of 105 deg. F. 
Kitchen Modernizing—May 3 to 
June 5. 


In conjunction with Range 
Campaign. 

Small Appliances (June Bride )— 
June 7 to July 10. 

Also Commercial Air Condi 
tioning. 

Summer Cookery—July 12 to Au- 
gust 28. 

In conjunction with Roaster 
Campaign. 

Automatic Heat and Winter Air 
Conditioning — Aug. 30 to 
Oct. 16. 

Winter Heating and Air Con- 
ditioning Exposition. 

4+-piece Special Oil Burner Di 
rect Mail Campaign to a 
select prospect list of 22,000 

Radio—October 18 to November 
27. 


Christmas Giit—Nov. 29 to De 


Idaho 


GALIAWAY 


51,000 residential and farm customers 
of the Idaho Power Company 
bought approximately $3,095,000 
worth of appliances in 1937. 


appliance ownership rather than 
appliance use, is very near the top 
in kw.-hr. consumption. This year a 


| az with its rates based on 


| special study has been made of the rea- 
_ sons for winter valleys in the consump- 


tion curve, with the result that a goo! 

deal has been done to eliminate monkey 

stoves and to educate customers to the 

desirability of kitchen heaters, rather 

than maintaining the wood stove for 
(Please turn to page 58) 
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Sells on Sight! 
Tomorrow's clock today! A. self- 
starting electrical true time teller 
x 6 that hits 4 new high for yolume-with- 
profit selling - : The evolution of 
two modern miracles: the numerical 
a 
clock and plastics. CHIEFTAIN, a 
leader of Pennwood's original line of 
electrical #76 time tellers, has Profit 
price and Utility appeals. Speed 
r) up your qurnover with CHIEFTAIN 
-_ and the Pennwood Line. Get * 
sample and all details from your 
electrical jobber, or write direct 
New standords in time keeping A 
and telling! These, and score ot \O THE pENNWOOD 
othet improvemen™ will make 
Pennwood and ¢ HIEFTAIN dom- \ COMPANY 
inate the numeral clock field: Pioneers of Numerical 
Watch-making precision throug" True Time Tellers 
out. °° Only eight moving part 7525 Kensington St. 
—— TRUE TIME TELLING QUALITY COMPLETE 
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Last Year. %: A 102% In 


ncrease in Domestic Refrig 


FOR 1938 UNIVERSAL COOLER OFFERS THE SAME POLICY 
. . . THE SAME PROVED PLAN da NEW MERCHANDISE 


Greater Volume... Faster Turnover... More Profits 
With This Popular Priced DeLuxe Refrigerator Line 


Join the rapidly growing ranks of major stores all over the country that are making real 
money with this fast moving line. Backed by 16 years of experience in building quality 
refrigerators, these new 1938 Universal Coolers have the right appeal for volume sales. 
Before you decide on any refrigerator line, it will pay you to get the facts about Universal 
Cooler's “Private Brand” Program for 1938. Valuable territory on an exclusive contract 
basis is still open. Universal Cooler Corporation, Detroit, Michigan. 


All-steel cabinet with a 
full 34” of insulation 
high efficiency 
and low electric bills. 


assures 


Utility basket on door 
for convenient storage of 
miscellaneous articles — 
saving shelf space. 


with coils 


Attractive metched set of 


SAV-UR-FOOD 


water pitcher. 


Newly designed freezer 
above and 
below each tray shelf 
provides fast freezing. 


refrigerator dishes and 


and 7', cu. ft. models mork-u 
riced to sell at popular 
evels and still maintain 


an attractive mark-up. 


You need a “de luxe” You need a 
line, equal to the best. 
The AD Series offers 5, 6'/2 dise carrying 


“standard” Y 
line for step-up merchan- 
normal 
and profit. The 
BD Serles offers 5, 6'/. and 
7'/2 cu. ft. quality cabinets 
at slightly lower prices. 


You need a spectacular 
leader" line to create 
consumer interest and 
floor traffic. The CL Series 
offers 4, 5 and 6 cu. ft. 
models to ap- 
peal to the mass market. 


ISING 
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Powerful, time-tested unit Full width slidin 
operates only a few min- 
utes a day assuring long 


life and low upkeep. 


or awkward reaching. 


Large green porcelain 
Crisperator for keepin 
fresh vegetables fres 
and full flavored. 


shelf 
makes every inch of space 
usable without stooping, 


Storadrawer with attrac- 
tive chrome front keeps 
small articles always 
within easy reach. 


FOR FULL DETAILS— 


Mail Today 


nade — 


City 
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Much if the Idaho 
gas competition so 


winter warmth, 

territory has no 
that, combined with rate inducements, 
electric water heating, as well as elec- 
tric cooking, finds a ready sale. Even 
so the record could not have been made 
had the power company and dealers not 


set out to accomplish a real merchan- 


nor is equipment sold at lower prices 
—but it is sold in enviable amounts. 

The aggregate volume of the do- 
mestic electric appliance business in 
the company’s territory for 1937, in- 
cluding an estimate of November and 
December sales, is roughly approxi- 
mated as $3,095,000. Broken down by 


dising job. It must be remembered units, this business by company and 
that rates are no lower than elsewhere, dealers, appears as follows: 

DEALER AND UTILITY SALES IN ‘37 Esti- 

Estimated mated 

Propor- Satura- 

tion of tion 
1936 1937 Replace- Dec. 31, 

Company-Dealers Company-Dealers ments 1937 
Ranges 2,162 2,216 2,011 2,700 36 50.25 
Water Heaters 2,225 295 1,600 490 25 21.00 
Refrigerators 721 5,144 720 4,950 15 45.00 
Washers..... 526 4,165 415 3,450 36 85.00 
Ironers..... 213 341 165 200 < 10.00 
Cleaners. . 155 1,124 166 1,150 26 70.00 
Radio Sets. 7,800 50 90.00 
Air Heaters 191 406 180 370 5.00 
I. E. S. Lamps 2,164 4,641 1,850 3,675 14 10.00 
Other Appliances 2,087 6,010 2,075 8,015 


In the district served by the company 
farm prices are very low, and good 
general business conditions are not ex- 
pected before October or November of 
1938. However, included in its plans 
for the coming year are the following 
estimates of expected appliance sales: 


Com- 

pany Dealers 
Ranges... 1,440 2,150 
Water Heaters 1,230 530 
Refrigerators 870 4,700 
Washers.. 740 83,450 
Ironers. . 250 300 
Radio.. 6,900 
Air Heaters 200 350 
I. E. S. Lamps 1,800 3,100 
Other Appliances 2,600 6,500 


The Idaho company served during 
1937 38,000 residential customers (esti- 


mated); during 1936 it served 31,806. 
Farm customers estimated as of De- 
cember 31, 1937, numbered 13,000; on 
December 31, 1936, 11,664. The aver- 
age residential consumer used during 
the year 1936 1,358 kw.-hr.; for 1937 
the company estimates the average an- 
nual consumption per customer will be 
the same. 

The total number of dealers in the 
Idaho Power Company’s territory is 
242. This is comprised of 53 firms 
carrying a complete line, 22 department 
stores carrying a complete line, and 167 
dealers who handle appliances as a 
side line. 

With these dealers the company con- 
ducted during 1937 nine major cam- 
paigns. There were: 


APPLIANCE CAMPAIGNS 


** Pioneer Campaign 
ist Section — Dec. 26 to Feb. 6 


Washers...... 
Ironers. . 

2nd Section — ~ Feb. 8 to Mar. 6 
Washers....... 
Ironers 

Bugaboo ”’ ( ‘ampaign 

ist Section — Dec. 26 to Jan. 30 

I. E. S. Lamps 


2nd Section — Feb. ltoFeb.27 


E.S Lamps. . 
Streamlined ’ Campaign 
Feb. 15 to April 3 
Ranges......... 
R. Plates.... 
** Monkey Business "’ Campaign 
ist Section — April 5 to May 8 
Water Heaters. 


Ranges... 

2nd Section - - May 10 to June 5 
Water Heaters....... 
Ranges 


** Beat the Heat 
June 7 to July 10 


Water Heaters................ 


Ranges...... 
“The Family Doctor 
ist Section — July to 
Water Heaters. . 
Ranges..... 
2nd Section — Aug. 9 to Sept. 4 
Heaters...... 
nges 
“The Aladdin’s ” 
ist Section — Sept. 2 to Sept. 29 
I. E. S. Lamps.. 
2nd Section — Sept. 30 to Oct. 27. 


3rd Section Oct. 28 to Nov. 24. 
4th Section — Nov. 25 to Dec. =. : 
CAGE ce 


Units 
Company Dealer 
90 324 
50 22 
25 27 
145 
124 
747 742 
462 
476 99 
175 234 
319 118 
175 258 
242 47 
217 240 
99 35 
139 255 
108 35 
117 203 
360 
301 


Not Finished 
Not Finished 


** The Kitchen Tailor ’’ Campaign 


Ist ** Hat ’’ Section — Sept. 9 to Oct. 2 


Ranges.. 93 170 
2nd ** Shoes ” Section — Oct. 4 to Oct. 30 

Water Heaters......... 85 29 

3rd ‘‘Accessories *’ Section — Nov. 1 to Nov. 27.... Not Finished 


4th Topcoat *’ Section — Nov. 29 to Dec. 24... .. 


** Mazda-Ho ”’ 
Bulbs 


The company also made general ap- 
pliance displays and exhibited the G. E. 
Talking Kitchen at all county fairs. 
The electric kitchen coach was also 
used at numerous cooking schools, with 
effective results. 

The fullest possible cooperation is 
extended all its dealers by the Idaho 
company on range and water heater 
business. No free wiring is done, but 
promotional rates for this business 
have been in effect for about ten years. 
A special range trade-in event, com- 
pany and dealer, was held in February 
and March. At all other times of the 
year trade-ins were based upon rea- 
sonable resale value. 

Following the 
schedule : 


time-payment 


Not Finished 


92,365 
(wattage 7,289,483) 


Down Length 
Pay- of Con- 
ment tract 
Electric Ranges...... $5.00 20 mo. 
Storage Water Heat- 
Refrigerators . 10.00 24 mo. 
Washers and Ironers. 5.00 12 mo. 


A reduction in rates for small users, 
amounting to from 4 per cent to 8 per 
cent, was put into effect during 1937. 

The company employs seven all- 
service salesmen, each of whom has 
about 1,500 customers. Results of 
their efforts follow: 


Inc. Total 
Kw. Kw. 
Lighting kw. added.. 1,500 2,500 
Heating kw. added... 1,000 1,500 
Power kw. added.... 250 2,200 


RE 


NO 


BIGGEST LITTLE CITY IN THE WORLD 


CHARLES PHELPS CUSHING 


Reno, Nevada 


11,250 residential 


customers of the 


Sierra Pacific Power Company in- 
creased their average kilowatt-hour 
consumption from 1,181 in 1936 to 


1,350 in 1937 


OR a company which sells gas 
as well as electricity and in 
consequence does not push 


water heating, the Sierra Pacific 
Power Company ranks high in na- 
tional figures in the annual domestic 
kw.-hr. consumption on its lines. And 
the figure is going up. Last spring 
they reported the sale of refrigerators 
(through the dealers—they do no active 
merchandising) during 1936 of one 
to every five customers. The follow- 


ing report indicates that sales kept up 
well during 1937. 

The present kw.-hr. consumption 
figure is 1,350 (estimated), as against 
1,181 for 1936, an increase of ap- 
proximately 124 per cent. 

F. G. Hodge, sales manager, says: 
“1938 should be almost par with 1937. 
We anticipate a few less range sales 
due to a slackening of residential con- 
struction and a few more refrigerator 

(Please turn to page 61) 
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ales due to the general acceptance and 
emand for this item. The total busi- 
ess during 1938, however, will not 
ary greatly from that obtained in 
037. We have set our bogey for 
938 at 700 electric ranges, 250 elec- 
ric water heaters, 1,500 electric re- 
rigerators and 100 major air heaters.” 
Roughly, this company’s domestic 
lectric appliance business for 1937, 
neluding an estimate on November 
nd December sales, amounted to 
450,000. 


Because its rural or 


farm custom- 


ers are so very few, farm classification 
has been eliminated, and the company 
reports that on December 31 of this 
year it had approximately 11,250 resi- 
dential customers on its lines. On De- 
cember 31, 1936, it reported 9,433. 

No attempt is made to keep track 
of sales by dealers of washers, ironers, 
cleaners, radio sets, auxiliary air heat- 
ers, I.E.S. lamps or other appliances. 
The following tabulation shows the re- 
sults of sales of major appliances for 
1937 as compared with 1936 together 
with estimated saturation for the vear: 


DEALER AND UTILITY APPLIANCE SALES 


Estimated 
1936 1937 Saturation 
Company Dealers Company Dealers Dec. 31, 1937 
21 79% 0 800 45% 
Water Heaters....... 8 181 3 232 12% 
Refrigerators. ....... 0 1099 0 1250 54% 
fajor Air Heaters. ... 4 107 0 105 


“Every dealer sale is checked on the 
ustomer’s premises,” states Mr. 
Hodge, “and in this manner we are 
ible to accurately determine our per- 

eentages of replacements. We find 
hat the electric range replacement 
wusiness is steadily growing, having 
ulvanced to 15 per cent of the total 
umount of business during 1937. Re- 
placements of electric refrigerators are 
beginning to show with more fre- 
juency, and this year 5 per cent of 
the total sales must be credited to re- 
placement. Replacements of electric 
water heaters are still a_ negligible 
factor.” 

Of its total of 47 reporting dealers, 
6 are exclusively in the electrical busi- 
ness; they account for 90 per cent of 
the range and water heater business 
ind 75 per cent of the refrigerator 
business. There are seven department 
or general merchandising stores which 
handle a complete line of major appli- 
ances, and 14 other firms which carry 
appliances as a side line. 

The Sierra Pacific Power Company 
has maintained the same cooperative 
policy for the past five years; it has 
produced very satisfactory results in 
1937 and will be continued in 1938. It 
includes a kilowatt and/or unit bonus 
m electric ranges, water heaters, space 
heaters, refrigerators and air condi- 
tioners; a wiring allowance of $35 

where range displaces competitive fuel ; 

idvertising cooperation, cooking 
schools and home demonstration helps. 
The bonuses follow: Fifty cents per 
kw. for each kw. of electric range or 
‘ooking device have at least 3 kw. 
‘apacity and wired on a 3-wire 115-230 
volt system; $2.00 for each electric 
water heater having at least 1 kw. ca- 
pacity and equipped with automatic 
thermal control; $2.00 for each elec- 

ic refrigerator of at least 4 cu.ft. 
‘apacity; $1.00 per kw. for each kw. 
t electric space heaters having at 
least 2 kw. capacity and/or wired on a 
230-volt system $1.00 per hp. for 
each hp. of air conditioning or com- 
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mercial refrigeration equipment hav- 
ing at least 2 hp. connected load. 

The company has become con- 
vinced that expensive and costly cam- 
paigns are not worthy of the effort. 
Says Mr. Hodge: “Experience has 
shown our dealers that a balanced 
sales program keeps the salesmen hap- 
pier and is more profitable for the 
house. While it is true that the deal- 
ers will push refrigerators, for ex- 
ample, heavier in May and June than 
other months of the year, it is equally 
true that a very satisfactory volume of 
refrigerator sales are reported in Janu- 
ary and February when there is con- 
siderable snow on the ground and 
temperatures are below freezing.” 

The Sierra Pacific company put on 
cooking schools in the smaller com- 
munities on its system during 1937, 
and home economists representing the 
manufacturers put on two or three 
public demonstrations in Reno during 
this year. The company concentrated 
its efforts on the customers who 
already were cooking electrically, while 
of course the cooking schools spon- 
sored by the dealers were more in- 
clined to the sales idea of the picture, 
acording to Mr. Hodge. 

There has been no change in the 
company’s domestic rates during the 
year. It makes no claim to having a 
low rate (first 30 kw.-hr. at 6 cents, 
next 170 kw.-hr. at 3.2 cents, balance 
at 2 cents per kw.-hr.), but states it is 
able to convinec its customers that the 
costs are comparable with other fuels 
and enjoys a high degree of public ac- 
ceptance of the major electrical ap- 
pliances. 

The company does not serve an in- 
dustrial area. It has one trained 
lighting specialist. Kilowatt-hour 
sales to commercial accounts are up 20 
per cent over last year. 

Considerable interest has been shown 
in air conditioning, and for 1937 it 
has a record of ten installations total- 
ing 80 hp. 


An increase is looked for next year. 


1938 


FAIRCHILD 


Portland, Oregon 


108,710 residential and farm customers 
of the Portland General Elec- 
tric Company bought $2,500,000 
worth of appliances last year. 


HE Portland General Electric 

Company of Portland, Ore., 

locally known as Pepco, is the 
second of the utilities serving Portland 
and also includes in its territory sev- 
eral adjacent communities and con- 
siderable agricultural area. It has for 
the past two years done an outstand- 
ing job in kitchén planning work and 
for the past year has been experiment: 


ing with methods for bringing up the 
low use customer to better ways. The 
company is an active merchandiser, 
but also maintains a broad dealer co- 
operation program, and Portland is 
outstanding in the number of retail 
stores which are doing a good job in 
selling major appliances. 

This is borne out by the following 
table showing sales by units: 


DEALER AND UTILITY APPLIANCE SALES 


Propor- Satura- 
tion of tion 
1936 1937 Replace- Dec. 31, 
Company-Dealers Company-Dealers ments 1937 
Est. Est. Est. 
Ranges....... 1,810 2,240 1,325 2,425 32% 25.4% 
Water Heaters. 1,492 100 1,570 130 Se 3 7.2% 
Refrigerators... 867 7,500 635 7,000 40% 
Washers........ 283 500 230 55% 
Ironers..... 110 1,400 75 1,100 12% 
Cleaners....... 171 4,200 110 3,700 60% 
Air Heaters........ 194 210 
I. E.S. Lamps...... 2,125 25,000 710° 27,000 
Other Appliances.... 5,565 70,000 5,000 70,000 
On the company’s lines on Decem- and December estimated, including 


ber 31, 1936, were 91,125 residence 
customers and 6,478 apartment house 
customers; on December 31, 1937, the 
residence customers had increased to 
93,100 (estimated) and the apartment 
house customers to 6,510. The average 
annual consumption residence 
customer had been increased from 1,- 
160 kw.-hr. for 1936 to 1,270 kw.-hr. 
(estimated) for 1937. Apartment 
house consumption, which for 1936 
had been 1,134 kw.-hr., had increased 
to 1,165 kw.-hr. (estimated) for 1937. 
Farm customers on December 31, 
1936, numbered 8,525; on December 
31, 1937, they numbered 9,100 (esti- 
mated). 

The Portland General Electric 
Company conducted no special sales 
campaigns during 1937, yet the total 
volume of domestic electric appliance 
business for the year, with November 


dealer sales, amounted roughly to $2,- 
500,000. 

There are about 900 dealers in the 
territory. About 800 of these handle 
appliances only as a side line; the 
rest, of which six are department 
stores, carry a complete line. 

Estimates of expected sales of the 
larger appliances during 1938 follow: 


Company Dealers 


Ranges....... 1,100 2,500 
Water Heaters 1,300 250 
Refrigerators. . 250 6 ,000 
Washers... 85 10,000 
Ironers. . 40 1.000 
Air Heaters 750 1,750 
I. E. S. Lamps . 2,500 20,000 
Other Appliances. 1,200 70,000 


The company cooperates to the full- 
est extent with the dealers in their 
efforts to sell ranges and water heaters. 

(Please turn to page 63) 
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ate Monel-topped range> manufactured by Estate Stove 
Co. amilton, with Chromalox units 
Ebonized Monel deflectors- 


Fast, dependable cooking at low 
any range, you know from experience: 
lar range* the famous Chromalo* Super 
six burner Monét-ropped range manujactured by 4:8 portant additional selling point—™ w defi 
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Crawford Monel-copped range manujoctured by Walker & 
pratt CO» with Chromalox units and 
Ebonized Monel deflectors- 
&§ 10NA 
NEW yORK, ** 
4 INSIDE STORY: Here's the nidden part that interests 
practical nousewives- It proves to them that the ranges 
shown above are not simply dressed UP for Jooks—but 
equipped for work! This yittle pan. n° pigger than 
. oer tes Ap saucer, js easy tO remove from the Chromalox unit and 
a show to your prospects: Made of Ebonized Monel, it is 
rust-proof and non-discoloring: 
( with Ebonized 
* Monel is registered trade-mark 
mately ‘two-thirds Nickel and one-third copper 
smelted, refined, rolled and marketed solely bY Internat 


ISING 


Portland, Oregon cam, 


38,700 domestic customers of the North- 
western Electric Company in- 
creased their average annual 
kilowatt-hour consumption from 


1,240 in ‘36 to 1,295 in ‘37. 


an estimated 34,500 domestic cus- 

tomers on the lines of the North- 
western Electric Company of Portland, 
Ore. In addition there were 4,200 farm 
customers—a total of 38,700 customers 
for electrical appliances. Average 
annual consumption for residence cus- 
tomers was 1,295 kw.-hrs. by October, 


|: DECEMBER, 1937, there were 


1937 as compared with 1,240 in °36. 
About 224 dealers serve the territory 
—18 handling a complete line of ap- 
pliances; 198 selling appliances as a 
side-line and eight department stores 
actively in the business. These deal- 
ers sold an estimated total of $2,246,- 
000 worth of appliances in 1937. The 
breakdown of sales was as follows: 


DEALER AND UTILITY APPLIANCE SALES 


1936 

Dealers 
Ranges.. 1,611 
Water Heaters. 297 
Refrigerators. . 3,777 
Cleaners........... "1,335 
Radio Sets... : 7,914 
Air Heaters...... 
1.E.S. Lamps 7,823 


Estimated 


1937 Replace- 
Dealers ments Seles 
1,590 25% 1739 
356 5% 750 
3,166 15% 3175 
3,645 50% 3105 
1,243 50% 6255 
7,346 50% 
7,536 None 


Washington and 


Eastern Oregon 


41,300 domestic customers of the Pacific 
Power & Light Company bought 
nearly $3,000,000 worth of appli- 


ances in ‘37. 


ERVING a series of communi- 
S ties in Oregon and _ eastern 
Washington, with an extensive 
agricultural territory between, the 
Pacific Power and Light Company 
carries out a consistent promotional 
program of merchandising with one 
sales campaign following another. 
These are generally directed to their 
own sales organization, rather than 
through special sales offers to the pub- 
lic, and cover a comprehensive picture 
of the merchandise carried, although 
seasonal emphasis is placed on dif- 
ferent appliances progressively. A 
lealer cooperation program enables the 
dealers to take a full share in the 
selling of major appliances. An un- 
usual and effective bit’ of merchandis- 
ing has been the radio shows which 
the utility has now taken into the 
smaller towns of its territory, thus 
greatly increasing interest in radio in 
the back country. 

One of the major events of the year 
was the radio show held from Septem- 
ber 27 to October 16, in which 90 
dealers participated in the 14 show- 
ings before 30,900 people. The pur- 
pose of the show was to stimulate the 
sale of 1938 radios by dealers, as 
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Pacific Power & Light Company does 
not. sell radios direct. Large halls 
were rented in each community to 
enable dealers to prepare booths for 
the display of their new model radios. 
The floor show consisted of a regular 
broadcasting unit which the company 
hired through the courtesy of KGW of 
Portland, Ore. The expenses of all 
halls, preliminary advertising, talent, 
and other factors to make the shows a 
success were paid by the power com- 
pany. Individual dealers cooperated 
with tie-in advertising and prepared 
their displays of merchandise during 
the period the show was in their re- 
spective communities. 

An increase of nearly 2,300 resi- 
dence customers was shown at the end 
of 1937 in the territory served by the 
company, the estimated total on De- 
cember 31 being 41,300 as against 39,- 
037 on the lines on December 31, 
1936. The average annual consump- 
tion per residence customer for 1937 
was 1,465 kw.-hr. (estimated), as 
against 1,382 kw.-hr. for 1936. Farm 
customers on December 31, 1936, to- 
taled 9,736; on December 31, 1937, 
10,700 (estimated). 

An idea of the amount of domestic 


1938 


electric appliance business done by 
the company and its dealers may be 
gained from the fact that this busi- 


ness totaled approximately $2,951,874 
1936 
Company- 
Dealers 
Ranges... 1,591 
Water Heaters. 1,031 
Refrigerators............ 6,007 
Washers...... 5,965 
Ironers 850 
Cleaners....... 1,922 
Radio Sets 8,972 
641 
I. E. S. Lamps 4,662 


The Pacific Power & Light Com- 
pany offers no free wiring on ranges 
and water heaters, nor does it make 


special trade-in offers, the resale value 


governing the allowance. It cooper- 
ates with dealers in advertising cam- 


paigns. The following table shows its 
time-payment sales policy: 
Down Length 
Pay- of Con- 
ment tract 
Electric Ranges...... $10 24 mo. 
Storage Water Heat- 
ers. ve ae 24 mo. 
Refrigerators . 10 24mo. 


Washers and Ironers. 


10% 12 mo. 
In the Pacific Power and Light 
there are 469 
seven are department stores 
48 others 


Company’s territory 
dealers ; 
handling a complete line; 


and 
How this 
by units, is 


for 1937, with the November 
December sales estimated. 
business was distributed, 


shown in the following table: 
1937 Estimated Estimated 
Company- Proportion of Saturation 
Dealers Replacements Dec. 31, 1937 
1,710 15 20% 

928 15 12.5% 
6,943 10 35% 
6,527 20 65% 

786 10 10% 
2,073 15 40° 
9,924 30 90% 
10 
6,231 0 174% 


the re- 
appliances as a 


also handle a complete line; 
maining 414 carry 
side line. 

In 1937 the company reduced its 
rate on all residential kw.-hr. con- 
sumption in excess of 150 per month 
from $.03 to $.02, and the rate area 
was broadened to give the small com- 
munity the benefit of the lower rate. 

In making its plans for 1938 the 
company has set the following esti- 
mates of expected sales of the larger 
appliances: 


Company Dealers 


845 606 
Water Heaters..... 637 250 
Refrigerators... ... 666 5256 
Washers........... 659 4676 
Ironers.... 270 410 
I. E. S. Lamps..... 1650 4208 


Seattle 


CHARLES PHELPS CUSHING 


Where the city Light Department serves 
83,000 residence customers consum- 
ing an average of 1,268 kilowatt- 


hours per year... 


EATTLE’S City Light Depart- 
S ment is an active merchandiser, 

offering major merchandise at 
prices which it believes will prove at- 
tractive to custimers. This last year 
a $10 range wiring offer was an in- 
ducement made to those adding elec- 
tric ranges on its lines, with trade-ins 
of from $15 to $25 for customer’s old 


range. Two range models wired and 
installed at a special price were also 
featured. 

Special stress was also placed on 
water heating. A 4-kw. circulation 
type water heater was given free with 
an electric range, or, if the customer 
had an electric range, a price of $23 

(Please turn to page 64) 
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TURN SEASONAL SLUMP 


TO A QUICK PROFIT JUMP 


This amazing PROCTOR offer brings you a 
$4.50 Hewitt Heating Pad to be GIVEN FREE 
with the BLUE STREAK IRON at $8.95 retail. 


WINTER SALE 
VALUE FOR ONLY’ 


YOUR 


DISPLAY for Window or Counter 


Never before such a value-offer in electric iron 
merchandising . . . either to you, or by you to 
your trade. 

That goes for the Proctor Blue Streak Iron alone 
at its regular retail price of $8.95, as well as for 
this sales-clinching extra offer of a widely-wanted 
home accessory of recognized quality and worth 
--. a $4.50 Hewitt Heating Pad which you give 
for trade-in of old iron with each Proctor sold. 


FREE FLYERS 


for Counter or Mailing 


And see the selling helps you get FREE 
With all this incentive for buying and help in 
selling, isn’t there just one thing to do... call 
your Proctor distributor, and order your stock? 
Specify Deal 944-H. Better plan on ordering 
enough .. . this is a limited-time offer. 


FREE CUTS and MATS 


for your own newspaper ads 


THANK YOU FOR 1937... You have helped make it our biggest year 
in sales and friendships; also the fourth consecutive year bigger than 
the preceding one. We attribute this to the consistent Proctor sales 
policy of close cooperation with dealers and in local campaigning. 
During 1938 we intend to enlarge and intensify our efforts in this 
. » for example, DEAL 944-H above; and others equally 
- WATCH PROCTOR IN 1938. 


direction . 


outstanding to follow, so.. 


PROCTOR ELECTRIC COMPANY, Seventh Street & Tabor Road, Philadelphia, Pa. 
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IMPORTANT MARKETS 


was made on the same heater, includ- 
ing wiring and plumbing. This policy 
of range wiring and free heater was 
extended to dealers, and a promotional 
rate of three-quarters of a cent per 
kw.-hr. for automatic hot water tanks 
was put into effect. 

Seattle department stores, furniture 


| stores and dealers are also active in 


the range and refrigerator field. 

Seattle City Light, which serves the 
City of Seattle only, had on its lines on 
Dec. 31, 1937 (estimated) 83,000 
residence customers including apart- 
ments, as against 79,889 on Dec. 31, 
1936. The average annual consump- 
tion per residence customer for 1937 
(estimated) was 1,268 kw.-hr.; for 
1936 1,125 kw.-hr. The aggregate 
volume of domestic electric appliance 
business in its territory for this year, 
with November and December busi- 
ness estimated, is set at $600,000. 

No figures are available for the busi- 
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tors 30 per cent; washers 48 per cent 
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During the year the City Light De 
partment sold 3,000 ranges, 2,000 wat: 
heaters, and 700 refrigerators. 

Cooking schools, excellent windo 
displays, and co-operation with an al 
dealers’ exhibit of home moderniz 


tion were among the major efforts offre desig 
City Light during 1937. rest to 
The Department’s policy on p 


e home, 
rcluded i 
At the 


payment sales is shown in the folloy 
ing table: 


Down Length 6 incl 

Pay- of Con. 26, incl 

ment tract Bany’s di 

Electric Ranges 10% 3 yean@ooths in 

Storage Water Heat- nade 

..- 10% 3yea 
Refrigerators... ..... 10% 3 yearnm?*™ 

Washers and Ironers. 10% 2 yeanmpooths wa 

lectrical 


rs and r 
ustrating 
rooding 


This year has been its best to dat 
Seattle City Light states; there i 
temporary slump at present, but it ex 


ness done by dealers, but the estimated pects 1938 to be a good year. It exfew mod 
saturation on Dec. 31, 1937, is given pects to sell 3,500 ranges, 2,000 wateleloped ¢ 
for the following: ranges 40 per cent; heaters, 1,000 refrigerators, and 5)™Puget So 
water heaters 24 per cent; refrigera- 1.E.S. lamps. yarmers 
ther pou 
alarm, 
Blarms, 
ry troug! 
...and Northern ein 
e | Prooders, 
Washington 
ggs eac 
ouse; a 

| 
Where the Puget Sound Power & Light | ere 
Company serves 162,000 domestic poh 

Boom ; 
and farm customers. In 1938, they nd _— 
a dw 
are expected to buy 6,550 ranges, Frrated el 
The I. 
2,850 water heaters and 112,000 re- Ducted £ 
= per 20, u 
frigerators litioning 
juota of 


UGET Sound Power and Light 
p serves western Washington. For 
long its policy has been to sell 
only major appliances, cooperating 
with dealers even in these fields and 
helping them by promotional activities 
in other lines. The company does an 
excellent job of rural development, 
keeping farmers in touch with electrical 
possibilities through advertising and 
through personal contact by the com- 
pany’s farm representatives. One of 
the outstanding events of this year was 
the “Span of Life Contest,” which 
brought the entire industry together 
and gave an opportunity for every 
electrical appliance to be featured by 
emphasizing the health angle of elec- 
tricity in the home, through saving 
the eyes, through protection of food, 
through lessening of drudgery of one 
sort or another. 
Other major events of the year in- 
cluded the activities of the Home Serv- 


1936 
Company- 

Dealers 

Ranges 5,677 
Water Heaters.......... 2,623 

| Refrigerators............ 9,892 
1.E.S. Lamps ... 20,000 
(Est.) 
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ice Department, its participation in the Pealers. 
Puyallup Fair, and the 1937 I.Esppuly the 
lamp campaign for dealers. Pied out 
Cooking schools and group demon fest witl 
strations featuring the lighting of the ‘ith co 
home and electricity for householifp"t LE. 
purposes have been held under th before a 
guidance fo the Home Service Depart esults. 
ment throughout the properties serve(fP! this 
by the company. During the first teh ales tot: 
months of 1937 there were 125 school#eent of ( 
and demonstrations held, with an a his act 
tendance of 16,500. Also during this otal sa 
period twelve newspapers in variou each 13 


localities sponsored electric cookinggonstruc 
schools in conjunction with the Hom@pPnts © 
Service Department. he com, 

Training classes in electric cooken#™entum 


have been held for all company mer f LES 
chandise salesmen. Also women en sed en 
ployees have been given instruction off 4 fine 
the use of ranges and refrigerators Car 
This training has been the means oigpP€tatio 
providing the sales personnel with ei terri 
31 
Company- Proportion of Saturation 
Dealers Replacements Dec. 31, ©stima 
5,700 29.4% 25°; arm eu 
2,650 10.7 11% Sl, 1936 
10 500 10.3 27°, 30,000 
26 ,009 16.7°; 
(Est.) 


LECT 


PROCTOR 
| 
RONS TOASTERS WAFFLERS 
| 


ctive sales help for customer contacts. 
\ feature of the company’s dealer 
operative activity in home light, 
‘r centiles training meetings in I.E.S. lamp 
ling have been held for all dealer 
zht Dejlesmen. Cookery classes in which 


0 watehe dealers’ ranges were used were 
mducted for dealer salesmen. 

window Four 15-minute radio programs have 

an alleen given by the Home Service De- 


lernizs@artment each week. These programs 

forts olfre designed to be of particular in- 
rest to homemakers. Talks on 

mn timiitchen planning, correct lighting of 

followMhe home, and cookery suggestions are 
icluded in these broadcasts. 

ba At the Puyallup Fair, held Sept. 20 

of Con. 26, inclusive, the Puget Sound Com- 

tract Bany’s display consisted of eleven 

3 yeanooths in which a special effort was 

nade to have as many appliances in 


+ ae peration as possible. Among the 
2 yeanpooths was a dairy booth, with modern 

lectrical dairy equipment, water heat- 
to datéirs and refrigerators; a poultry booth 
re is @Justrating modern development of 


it it exlrooding by electricity, showing the 
It exfew model of electric brooders de- 

) watelfeloped during the past year by the 
nd 5Puget Sound company, electric water 
armers for baby chicks, and much 

ther poultry electric equipment, such 

—— §s alarm, fire, power-off, and burglar 
Glarms, electric fly catchers, and poul- 

ry trough heaters. (The drawing fea- 
re in conection with this booth was 

lhe baby chicks under the electric 
rooders, and an electric incubator 

With the live chicks coming out of the 
ggs each day); an electric green- 
ouse; a booth presenting facts about 

arm electrification in the Puget Sound 
ompany’s territory; booths presenting 
nodern lighting in home and school 
Joom; a modernized electric kitchen; 
nd a booth representing the basement 

i a dwelling in which was demon- 


trated electric laundry equipment. 


The I.E.S, lamp campaign was con- 
lucted from September 20 to Novem- 
ber 20, using as a theme, “Light Con- 
litioning with I.E.S. Lamps,” with a 
huota of 10,000 I. E. S. lamp sales by 

1 in th@@lealers. Simultaneously for October 
I.Esppnly the company developed and car- 
tied out an I.E.S. window display con- 
demon$#est with cash prizes which, together 
of thgavith complete advertising coverage, 
useholipput LE.S. lamps on parade as never 
ler thegpefore and produced most remarkable 
Depart gresults. At the end of the eighth week 
this nine-week campaign dealer 
irst tepbales totaled 11,353 lamps or 113.5 per 
schookgrent of quota. With one week left in 
an atQltis activity the company estimated 
ng this otal sales by November 20 should 
variowgreach 12,500 or better, and with this 
-ookinggponstructive program on parade at all 
HompPonts of purchase over its territory, 
he company estimates the buying mo- 
~ookerspmentum produced should boost the sale 
LE.S. lamps to 25,000 before the 
en em@eear end. The company believes this 


tion ong#S @ fine demonstration of the results 
erators@eoat can be obtained from active co- 
oigpPeration with established dealers over 
vith territory. 


The company had on its lines on 
eet Jec. 31, 1936, 127,543 residence cus- 
ation Po™ers; this was increased to 132,000 
31, estimated) on Dec. 31, 1937. Its 


( arm customers totaled 25,875 on Dec. 

¢ 1, 1936; on Dec. 31, 1937, they totaled 

1,000 (estimated). Per residential 


(Please turn to page 66) 
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Typical group of 


No guesswork. Actual aver- 
‘age of results where dealers 
have used this plan. 


Automatic not only has an outstanding line of 
Washers and lroners for 1938, but a sure fire 
copyrighted plan that sells them. You'll find it 
the hottest, fastest acting merchandising idea 
ever originated for selling washers. It— 

— Makes immediate sales 


— Secures you lots of prospects 
— Brings about a tremendous store traffic 


Send for our 
5 Star Plan Book 


Describes fully this remarkable, new and copy- 
righted sales plan—and tells you about four 
other plans that really work. Be sure to send 
for Automatic's Five Star Plan at once. 


The Automatic Line 
for 1938 Includes 


7 models of Washers—5 Electric and 2 with 
tic €5 : Gas Engine. Also fitting companions in the 
ve new Automatic Save-A-Day Ironers. 
Outstanding Sales Features of the new Auto- 
matic Duo-Disc Washers are beautiful Stream- 
line Design, Duo-Disc Agitator with its two- 
way washing advantage, Stokes patented 
ball-bearing transmission, backed by a broad 
and liberal Service Warranty which insures 
you against usual service losses and the 
exclusive “Magic Button" — greatest safety 
improvement since the swinging wringer. 
Send for the Automatic Five Star Selling Plan Book Today. 


AUTOMATIC WASHER COMPANY 
217 W. Third St. Newton, lowa 


ASKER 


AUTOMATIC WASHER COMPANY 
217 West Third St., Newton, lowa 


Send me your Five Star Plan Book and your |938 
Proposition on Automatic Duo-Disc Washers. 


Dealer's Name 
Address 
City .. State 
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It Purifies 
as it Cleans 


The Most Widely HOME-DEMONSTRATED 
Type Vacuum Cleaner the 


There is a waiting demand for the Progress Vacuum 
Cleaner and Air Purifier. Thousands of actual Home Demon- 
strations, made daily in every community on a similar type 
of cleaner, have created it. Now you, as a dealer, can cash 
in on this market — a market of buyers who prefer to buy 
from established dealers. 


Made to Sell and Stay Sold 


Look over the exclusive “Progress” features, and you'll see 
why the “Progress” sales appeal is unsurpassed among 
home cleaning appliances. For “Progress” is not only 
better looking, but it is built better; made to last longer and 
give better performance. Among refinements in the 1938 
model are a built-in unobtruding toggle switch, and a new 
mar- and crack-proof body. 

The “Progress” sales plan is built to make more money 
for the dealer. It is doing just this for others. How about 
you? For full details of the “Progress” Plan for Profits, ask 
your distributor or write direct. 

*National sales figures for all vacuum cleaners indicate that the 


cylinder type cleaner receives far more home demonstrations than 
any other make of vacuum cleaner. 


PROGRES 


VACUUM CLEANER 
AND AIR PURIFIER 


Now made with Mar- and 
Crack-Proof Body 


THE PROGRESS VACUUM CLEANER IS MANUFACTURED IN AMERICA UNDER 
U. S. PATENTS BY PROGRESS VACUUM CORPORATION, CLEVELAND, OHIO. 


“PROGRESS” 


1. New, different carpet nozzle 
creates Vertical Plus Horizontal 
Suction. . 

Vertical 
to remove 
deeply im- 
bedded dirt, 
and horizon- 
taltoremove 
surface lint, 

etc. instantly — without harming the 
rug. (Arrows in illustration indicate 
“Progress” dual vacuum.) 


2. Purifies air in room through 
purifying process (remov- 
= Germ Trap) installed in ma- 
chine. 


3. Largest air displacement. Water- 
lift 42-44-inch. 


4. Famous Black & Decker univer- 
sal motor 500 watts. 
(A. C. and D. C.), 110 volt. 


5. Finest workmanship, appear- 
ance, and performance. 


6. Fully guaranteed against defec- 
tive workmanship for one year. 
Guarantee certificate delivered with 
each machine. 


7. “Priced Right”, with large 
margin for everybody handling 
our Poy Progress not only stays 
sold but builds business. 

8. Approved by Underwriters Lab- 
oratories, Inc. 


Northern 
Washington 
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customer the average annual consump 
tion for 1936 was 1,141 kw.-hr.; this 
was increased to 1,225 kw.-hr. (esti- 
mated) for 1937, 

For the major three units only, thz 


is, ranges, water heaters and refriger) 


ators, the company roughly approxi. 
mates its aggregate volume of domestic 
electric appliance business for 1937, in- 


cluding dealer sales, at $350,000. By! 
units, with November and December! 


sales estimated, this business is se 
forth on page 15. 

There are 500 dealers in the Puget 
Sound company’s territory. Of these 


407 carry appliances only as a side 


line; 30 are department stores whic! 


handle a complete line, and the remain-| 


ing 63 handle a complete line. 


For the three major appliances thej 
company has set the following esti-) 


mates of expected sales in 1938: 


Com- 

pany Dealers 
Water Heaters... 2,200 650 
Refrigerators........ 1,500 9,7 


It expects its dealers to sell 20,00) 
1.E.S. lamps next year. 

Very active cooperation is extende/ 
by the Puget Sound Power & Ligh: 
Company in the promotion of deale: 
sales of ranges and water heaters. Its 
maximum trade-in allowance is $15; it 
has no free wiring policy and no pro- 
motional rates. Terms on time pay- 
ment sales follow: 


Down Length 
Pay- of Con- 
ment tract 
Electric Ranges...... $5.00 min. 2 yr. 
Storage Water Heat- 
Refrigerators........ 5.00 min. 2 yr. 


The company has on its staff six 
industrial and commercial power sales. 
men and seven industrial and commer- 
cial lighting salesmen, with an aver- 
age of 1,740 customers for each. The 
former closed 100 jobs each, with a1 
average of 9.2 kw. per job closed, ani 
920 average kw. added per salesman 
the latter closed 180 jobs each, with a 
average of 3.1 kw. per job closed, an/ 
560 average kw. aded per salesman. 

Commercial and industrial lighting 
sales for the year are estimated 2! 
3,400 kw. and $140,000 annual revenu 
added. 

Twelve commercial air conditioning 
installations were made in the Puge' 
Sound company’s territory during 1937 

Most conspicuous among the new 
uses of electricity this year is air con 
ditioning for poultry houses, whic! 
necessitates the use of an electricall) 
driven fan enclosed in an insulate 
pipe arrangement in which are two 
kilowatt heaters operated by thermo 
stat. These air-conditioned arrange 
ments are set over the ceiling of th 
building, and air is driven into th 
laying house room through a hole it 
the ceiling. The air is baffled one an 
three-eighths inches from the ceiling 
so that plenty of temperate air is fur 
nished to the chickens without draf 
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Co-operative policies—Financed 


Company Dealers 


to dealer sales—Assisted dealers in sell- 

ing appliances Used promotional ad Reftigeraters...__. 50 8,950 

vertising to develop dealer market— Washers... sai... 

Provided home service assistance for Ironers............ 20 230 


dealers—A ided in training dealer sales- 


Minimum down payment in dollars 


isump men. or per cent and maximum terms in 
: this General statement of plans for 1938, months over which contracts are gen- 
(esti. including estimates of expected sales erally accepted on time payment sales 

of the larger appliances: for: 

y, th 

friee Length of Contract 

seven Down Payment (% or $) (monthly) 

x 4 Electric Ranges 10%, but not less than $5 30 Months 
MES Storage Water Heaters 10%, but not less than $5 30 Months 
37, in. Refrigerators 10%, but not less than $5 30 Months 
0. Br Ironers 10°, but not less than $5 30 Months 
cember 

is set 
Puget! 
these 
a sid 
whic} 
emain- 
ces thej 
+ GALLOWAY 
dealers 
 Readi d 
Reading an 


Eastern Pennsylvania 


<tended 
> Ligh: 98,500 customers of the Metropolitan 
deale: Edison Company bought ap- 
rs. It proximately $3,000,000 worth of 
$15; appliances in ‘37. 
no pro- 
HE Metropolitan Edison Com- tory accounted for about $3,000,000 
oon pany with headquarters at Read- worth of appliance business in 1937. GALLOWAY 
f r po ing, Pa., serves 91,000 domestic These dealers are broken down as fol- 
tract customers—an increase of about 3,500 lows: Those handling complete line— 
1. 2 yr. over the year previous—and 7,500 157; department stores—20 ; other O m re | h a ’ N e b . 
iarm customers. Average annual kilo- dealers where appliances are a side- E 
“ {a watt-hour consumption by residence line—6l. 71,300 domestic customers 
_—- and farm customers jumped from 649 Sales of electrical appliances in the ... 313 dealers ... and 
aff sis in 1936 to 710 in 1937. territory with Metropolitan Edison and an appliance business 
© sales \ total of 238 dealers in the terri- estimated dealer sales, were as follows: of $3,600,000 in 1937. 
ommet- ‘ 
nN aver: UTILITY AND DEALER SALES IN 1937 Y the end of 1937, there were the end of 1937. A total of 313 dealers 
he Th Unit Sales Estimated 71,300 domestic electric cus- in the territory—55 handling the com- 
with s —_ yiinmentaccetig Satura- tomers on the lines of the plete line, 246 selling appliances as a 
ang 1936 1937 Nebraska Power Company, Omaha. sideline and 11 department stores— 
seh Company Company 1937" In addition, there were 2,425 farm sold an aggregate of $3,600,000 worth 
Ww ae customers. Average annual kilowatt- of appliances during the past year. 
ed, ani’ Ranges... 137 1,497 200 1,900 1% 8.0 
ec, a )6=s Water Heaters. 129 572 175 675 30 our consumption had increased from These appliance sales were broken 
oman. Refrigerators 160 6,499 180 8,500 5% 38.0 831 in 1936 to an estimated 880 by down as follows: 
lighting Washers... 38 9 330 40 8.000 
ated ai Ironers 22 203 40 150 - UTILITY AND DEALER SALES IN 1937 
revenw 
1936 1937 Estimated Satura- 
CAMPAIGNS — 1937 Replace- tion 
itioning 
5 A ~ /0 
ng 1937, Cem- Com- Com- Water Heaters.... 67 16 117  Seyect 0.9% 
he new Period pany Dealer pany Dealer pany Dealer Refrigerators 640 6 ,484 391 7,402 10° _ 04.5% 
‘ 411 4,442 233 4,230 70°, Not avail. 
air con 3/15/37- 4,30 37 75 492 i re 59 209 
Ironers....... 117 450 77 371 
_ whicll 5/17/37- 7, 3/37 38 313 104 4,780 34 = Cleaners... 1,154 1,069 47 2,168 67° Not avail. 
7/12/37- 8/ 7/37 15 186 14 6 Radio Sets. None 13.498 None 13,276 90° Not avail. 
” 9/13/37-10 /30/37 40 155 Air Heaters 174 470 162 651 Not avail 
sulate 11, 15/37-12 18 /37 (Est.) 25 277 9 567 i tr | 
LE.S. Lamps...... 1,626 8,374 2,394 9,973 Not avail. 
re two : Other Appliances.. 11,008 25,200 9,735 27,480 ree 
thermo Major events of the year included Free wiring—Company paid $20 ; 
irrange one Building Show, three Electrical toward installation of ranges and water The company do not have a free to dealers for every range sale mace. 
r of thd Expositions and four miscellaneous heaters for both company and dealer wiring policy on electric ranges or Electric water heater business is en- 
into th = exhibits in which Electrical displays _ sales. water heaters; they make no trade-in couraged with a 1¢ off-peak rate. 
hole i: were featured. Trade-ins—None. allowances. But a bonus of $20 is paid (Please turn to page 76) 
one an 
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It’s called the... KONVINCE-HER”’ 


And that’s a swell name for it...an amazingly different, fas- 


£ cinating selling-tool... suited for individual or group demon- 
a on strations that really NAIL DOWN the splendid story of electric 

my cookery with Kelvinator Electric ranges. This startling ‘‘Kon- 
vince-Her”’ attracts customers to your store...creates talk... 
1? ss Ce excites and rivets attention...and BRINGS HOME THE SALES! 


As part of the Kelvinator SELLING SYSTEM, your salespeople 
are personally trained in use of the “KONVINCE-HER”. See it 
watch it WORK. 
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ONE SENSATIONAL PART HOT, SURE- 
FIRE SELLING SYSTEM FOR YOUR PEOPLE_ON 
KELVINATOR’S “WATT-WATCHER” ELECTRIC COOKERY 


T ISN’T TOO HARD for you as aretailer to buy a 
I good line of electric ranges. 

This year Kelvinator has put out a great line of 
electric ranges... that are easy to SELL! 

But we're not just sliding it over into your lap. 

We're giving you—IN ADDITION TO A GRAND 


LINE—a simple, complete, sure-fire SELLING 
SYSTEM. To close sales for you! 


NOTE these five “‘helps’’ 

(1) A Kelvinator home economist trains your 
people in electric range demonstration. (2) Sales 
training courses for your salespeople. (3) SOUND 
FILMS on electric cookery advantages in general and 
Kelvinator specifically. (4) A “visualizer”—for carry- 
ing this great story actually INTO PROSPECTS’ 
HOMES.... 

Plus (5) this sensational, exciting innovation in 
electric range selling... which is shown here, in use. 
It is a “natural’”...a “honey”... an irresistible aid 
in getting those names on the dotted lines! 


This is genuinely something for you to go out 
after, right now, Friends! 


KELVINATOR, DIVISION OF NASH-KELVINATOR 
CORPORATION, DETROIT, MICHIGAN 


Bee 
4:3 


IT’S A GREAT LINE OF RANGES...EASY TO SELL 


One of the most beautiful and economically efficient 
electric ranges ever produced ... Kelvinator, Model ER70. 


Kelvinator 


ELEC 
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Omaha In m 
CONTINUED FROM PAGE 
General statement of plans for 1938, |) tions 
ncluding estimates of expected sales mark 
of the larger appliances are as deale 
follows: 
tome 
sugg' 
Company Dealers migh 
Ranges $27,800 $32,000 elect 
Water Heaters 12,400 6,700 \ppl 
Refrigerators 75,200 1,125,000 ance 
Washers 15,900 250,000 
Ironers. 6,300 25.900 
Radio. . None 796,000 keep 
Air Heaters 1,200 4,700 «mor 
1.E.S. Lamps 19,900 85,800 | 
Other Appliances 130,900 837,300 
anc 
actin 
pron 
Business conditions were good in ; F 
the Omaha territory during the first J} .4, 
six or seven months of 1937. A severe le 1 
drouth made a drastic cut in iarm duri 
income in this area. The drouth has sale: 
|likewise curtailed the meat packing espe 
| business considerably, and caused busi- betv 
ness to slump severely during the last 193¢ 
few months of the year. This condi- A 
| tion will probably exist until the 1938 was 
crops are assured. Con 
| During 1937 a study and survey of 122 
|low use customers was made. This Phi 
| was confined to customers using less lam 
| than 400 KWH per year. This survey — 
showed that of 3636 customers con- po 
tacted, 3119 used radio service; 2098 
}used washers; 3369 irons while only 
| 232 used electric refrigeration. All 
refrigeration and radio prospects se- 
cured during this survey were passed 
on to dealers or to dealer salesmen. 
. — get to Profitown faster and more surely if | Most electrical services are actively 23. 
merchandised the year around in 
you take the MAINLINE. No detours. No stop- Omaha. The Electric Kitchen Bureau 
overs. And no extra fare! Get aboard and go places sponsors the sale of complete electric 
kitchens. The Air Conditioning Bur- 
with General Electric in 1938—/t’s another G-E year! eau coordinated the activities of all 
dealers in this line in order to secure r€ 
. axi Sales Ss. ( alk 
In General Electric Appliances you have a complete maximum sales results. The Omsha A 
Electrical League, whose membership i 
line—headed by the popular Triple -Thrift Refriger- consists chiefly of electrical contrac- Ga 
tors but may be joined by any indi- 
ator that is the sales sensation of the year. Every vidual in the industry, sponsors the the 
i 7 ter 
bats promotion of better wiring and any- 
G-E product has been proved by performance—and the he 
is identified by the famous G-E monogram familiar _as a whole. of 
See the new 1938 line of to practically every wired home in America. It’s a For the past three years the Nebra ap 
: ka Power Company has operated un- n 
G-E Refrigerators, G-E great name and a great line of products. der the Dealer Cooperative plan. O: 
Ranges, G-E Electric Sink | Salesmen were placed on a straight lin 
salary to insure maximum cooperation me 
(with Dishwasher and This year G-E sales features are even more attractive, | with the dealer. The city is divided an 
i i i | into ten territories and each territory 
Disposall), G-E Washers, prices even more flexible, and promotion even more “a lir 
. Is assig € saiesme 5 
G-E Ironers, and the G-E helpful than ever. G-E is years ahead—while others responsible for the sale of appliances es 
‘ within its bounds. Salesman activities 
packaged” commercial experiment General Electric perfects. General Electric are judged by the amount of revenue 
refrigeration products. Co., Appliance Division, Nela Park, Cleveland, Ohio. me produces fvem the sale of beth a 
company and dealer appliances. This th 
method encourages him to work close- 
The COMPLETE J/ine of electrical appliances for the home—every one proved by performance |\y with the dealer. Home Service : 
Advisors are likewise assigned to ter- ac 
\Titories and they too coordinate their 
| efforts with the dealers merchandising G 
| activities. They demonstrate ranges, h: 
|ironers, and table cookery appliances ( 
|in the dealers stores and demonstrate e1 
| these appliances in the homes of cus- T 
}tomers on both dealer and company re 
|sales. The Home Service Advisors 
also make home lighting surveys and 
aid the customer in the selection of it 
proper lamps and lighting equipment. I 
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In many instances she shops for this 
merchandise in dealers’ stores. 

The company issues two publica- 
tions to keep the dealer informed on 
market conditions and to increase 
dealer business. “Business Condition- 
er” is mailed to all commercial cus- 
tomers on the company lines. It makes 
suggestions as to how the customer 
might profit from the use of more 
electrical services. The “Electrical 
\ppliance Digest” is mailed to appli- 
ince dealers, electrical contractors and 
other allied interests. This publication 
keeps the dealer informed as to the 
amount of business being done, makes 
suggestions for better sales methods 
and sights successful merchandising 
activities that various dealers have 
promoted. 

For reasons outlined above few 
seasonable campaigns are sponsored. 
In 1937 a Roaster Campaign was held 
during the summer months. While 
sales during the campaign were not 
especially good, roaster sales increased 
between ten and fifteen per cent over 
1936. 

A five week Mazda lamp campaign 
was sponsored by the Nebraska Power 
Company. It resulted in the sale of 
122,490 lamps in the city of Omaha. 
This is an average of more than 2 
lamps per meter. The dealers secured 
more than 50% of this business. 


Glendale, 
Cal. 


23,300 domestic customers 
of the Public Service 
Department bought 750 
ranges last year. 


PECIAL emphasis was placed 
on the merchandising of ranges 
and water heaters by the Pub- 

lic Service Department of the City of 
Glendale, in southern California, with 
the result that the 29 dealers in its 
territory sold 498 ranges and 50 water 
heaters, and the City of Glendale 253 
ranges and 39 water heaters. A policy 
of free wiring was followed on both 
appliances, but no change was made 
in the rate schedule to promote sales. 
Of the dealers 21 handle the complete 
line of appliances, three are depart- 
ment stores handling complete line, 
and five handle appliances as a sick 
line. In 1936 The Public Service De- 
partment sold 124 ranges and 45 water 
heaters, and the dealers 239 ranges 
and 38 water heaters. 

During the year the City conducts 
a weekly cooking school, and puts on 
three or four large shows and demon 
strations in theatres. Newspapers and 
dealers co-operate in sponsoring these 
activities. 

The Public Service Department of 
Glendale, which serves that city only. 
has on its lines as of Dec. 31, 1937 
(estimated) 22,310 residence custom- 
ers; on the same date in 1936, 21,186. 
The average annual consumption per 
residence customer for 1937 was 914 
kw.-hr.; for 1936 794 kw.-hr. 

Three commercial air conditioning 
installations have been made by the 
Department. 
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Classified Telephone 


Norge wants to make sure that every 
prospect for a Norge Rollator refrig- 
erator throughout the country can 
easily find “Where to Buy It.” 
The Norge trade mark will soon 
appear in the Classified Telephone 
Directory (‘yellow pages’) for every 
town where there is an authorized 
dealer. See an example below. 


Norge will also share in the cost 


of this dealer identification plan by 


paying for the trade mark heading. 

Each distributor and dealer will 
pay only for his own listing under 
the trade mark. It costs only a few 
cents a day. 

If you are an authorized Norge 
distributor or dealer take advan- 
tage of this plan and get your share 
of telephone book customers. Call 


the Directory man at your ‘a> 


local telephoue office. 
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Sales 


merchants and 
men in 1938 may break their 

necks making U turns. The for- 
ward road in appliance merchandising 


ippliance 


looks alluring, but there are a few 


cracks and bumps that may make the 


seem rone 
going eem rougn 


Some repaving of 


methods is required. The courageous 
will drive through to new achieve- 
ments \ few, frightened by pseudo- 
resistances, will make the U turn that 


Will Make t 


vernacular 


em “go west” in the army 


Swindling, price-chisel- 


mark 


turn 


will 
Don't 


eir backward 


ons, concessions 
way. 
iround 

And 
“thumbers” 
We | 


een 
+} 


the past few vears 


keep on going! 


1938 will be no year for the 
who strive for a free ride 


have pretty fortunate during 


| I know the energy, 
} 


the hardships, the problems that appli- 


ance salesmen have had, but I also know 


that people, toned to a new apprecia- 
life, have wanted to buy— 


tion of homeli fe 


they showed resistance, 


even though 
they really wanted to be sold. In many 


they took the merchandise 


cases, the) away 
from us. Now the going may grow 
tougher for the “thumber.” Perhaps 
fewer passers-by will stop to pick us 
up. We will be on our sales mettle 


more than ever—we cannot expect too 
free rides. Thumbing for rides 
is out, seemingly, in 1938! 

What of 1938? A lot of appliance 
sales folk have gone hysterical over 
everything that doesn’t matter much— 
politics, the stock market, competition 
for the dollar by other industries than 


many 


appliances. Long inventories have 
given them the jitters! They prefer to 
believe the worst. But surveys indi- 


cate that eleven of each ten homes still 
desire some major electrical appliance. 
There will be at least 1,200,000 new 
brides, spurring their husbands on to 
the establishment of modern living com- 
fort. Things look rosier than ever, if 
we are positive—if we have an in- 
creased appreciation of our obligation 
to enrich homelife, and if we improve 
our selling efficiency. 

There are obstacles which will force 
us to be effective in our merchandising 
and selling activities. The average 
1938 buyer will be much wiser than 
heretofore. The replacement factor in 
may approach 20 per 
cent; in washers, 70 per cent. We will 
be selling against the knowledge of use. 
We will have to be adroit in pointing 
out the use-benefits of new models 
against the old, to an informed buying 
class. They must be persuaded because 
they will not easily buy. 


refrigeration 


From another 
ingle, in terms of ironers and electric 
ranges, we will have to sharpen our 
educational prowess. These items are 
at the threshold of sales expansion; the 


desire of the housewife to modernize 


being contingent upon the advantages 
which are made apparent. secause 


manufacturers, unfortunately, have ne- 
glected to provide in advertising the 


values of changing habits in these 
lines, we must patiently and patently 
provide informative data that this 
newer method of home-making is bet- 
ter—tfar better than the old way. 
Finally, there is that class that has 
resisted purchase in the years that have 
flown, and unless approached at the 


vized, will not larken a 


nome and ener 


merchant store. Gun-shy but willing, 
they must be magnetized to a feeling 
that such appliances are self-financing. 
We must ferret them out. There is a 
separate selling problem in each of 
these classes. 

Outside selling will be more a factor 
in 1938 in each major appliance line. 
Its characteristics will flavor of edu- 
cational impulses to new owners, and a 
more certain ability of the salesman to 
reach and persuade a greater number 
of owners to a replacement purchase. 
The appliance salesman is more in con- 
trol this vear than ever before—as an 
educator toward the new, as a justifier 
of replacement, as a professional man 
whose sales adeptness steers more 
The 
merchant who fails to realize that his 
salesmen are running his business in 


people toward greater enjoyment. 


livered. And there are manufacturers 
who fail to write into their cost-break- 
down that earning power for the time 
we educationally expend. And, to be 
fair, there are those of us who have 
tried to get by in the same manner; 
giving little and expecting much. That 
mistaken conception on the part of all 
must be cleared away. Something for 
nothing will not work on anyone’s 
part in 1938! 

There is a wrong way and a right 
way to destroy or accomplish anything. 
So, with its fidelity to the interests of 
both merchant and salesman, Electrical 
Merchandising will attempt through 
this series of my articles to dramatic- 
ally and graphically present what 
should and what should not be done in 
achieving greater selling effectiveness 
in 1938. They will be specific, 


COMING 


1938! 


T he ten most important phases of 
sales training — with illustrations of 
the right and wrong approach to 
them — will be outlined each month 


By GERALD E. STEDMAN 


1938 is going into reverse, when he 
should go into a forward drive. 

Time is the salesman’s capital. 
Plague the merchant who dips into 
the salesman’s pocket to pilfer his time 
through lack of training, inefficiency, 
improper supervision, — split - credit 
squabbles in 1938. The appliance sales- 
man must be supported . . 
expect to be cajoled. 


none of us 
But we do ex- 
pect to be rewarded in relation to serv- 
ices rendered. We who have chosen 
this as our profession will not be 
stopped by a selfish manufacturer or 
merchants who fail to provide a 
proper reward for the educational ef- 
fort or persuasive energies that are 
required to win the sale. 

Yet there are merchants who expect 
something for nothing. 
break 


They give us 


the wrong when we have de- 


trenchant selling ideas that can be 
placed in motion successfully the 
day after reading. They will be 
visualized for fast understanding. 


They will represent a change-of-pace, 
designed for reader benefit without 
too much time consumed in study. 
They will be toned to the problems 
that confront us in 1938. We recog- 
nize that we must redesign our stuff 
in support of you, just as you must 
redesign your sales strategy on the 
customer. Fresh models of sales in- 
struction, technique and operation for 
all is the necessary thing. 

We have chosen the subject that 
seems of uppermost importance in 
particular and month. 
You can expect the following schedule 
of articles dramatized as to right and 
wrong. This interpolation: If you 


each season 


have practical experiences on the so- 
lution of any of the subsequent prob- 
lems, help the cause along by giving 
us a digest of what you have en- 
countered. Remember, I am only an 
interlocutor—you appliance salesmen 
are running the show. I will appre- 
ciate it. The subsequent subjects, of 
the wide range of things that are in- 
volved in more efficient sales train- 
ing, have been carefully selected: 


February: COMPENSATION 
PLANS. It is obvious that many 
split-credit, swindling, low reward 
sales activities are going on. Too 
many salesmen are forced to work on 
straight commission without proper 
merchant support. Their time is being 
stolen. Money added to the price to 
provide a “home fund” that will pro- 
vide appliance salesmen the content- 
ment of knowing that their families 
will enjoy subsistence income is essen- 
tial. We will have plenty to say about 
compensation plans..... designed to 
make the salesman feel that he will be 
as properly rewarded for effort ex- 
pended as if he were in business for 
himself. 


March: BEHAVIORISM. The char- 
acteristics, conduct, daily work plan, 
organization of essential selling tools, 
strategy in handling people, methods 
for self-improvement will be de- 
lineated, as crisply as a plate of newly- 
plucked endive, right from the garden 
of practical experience. 


April: PRICE. Foolishly, about that 
month, we will get into a chiseling 
blow that is founded upon no reason 
and we will try to point out the fallacy 
of resort to such methods. The laziest 
merchant and salesman is he who at- 
tempts to win a sale at a price con- 
cession when he knows that at last 
he is rendering a greater value than 
the cost to the consumer. We'll have 
something right and wrong to say 
about price emphasis. 


May: BUYING ACTION. There are 
certain defined methods of correct 
prospect finding and classification, cer- 
tain productive ways for right con- 
tact upon prospects to conserve the 
net selling time of the salesman, cer- 
tain effective methods of presentation 
and demonstration that will be prac- 
tically elaborated. 


June: TALKING POINTS. The 
weak salesman usually overtalks be- 
cause he doesn’t believe in or know 
what he is talking about. For each 
major appliance, those points which 
drive closest to consumer interest, 
which permit the greatest impression 
impact in the shortest talking time 
will be thoroughly described. 


July: PYRAMIDING. July is the 
month of vacations and summer coast- 
ing. But someone must carry on the 
selling urge. The ability to get others 
to work for us. The art of multiply- 
ing ourselves. The good management 
that permits our show to go on from 
the selling standpoint, even though we 
are not there, will be discussed. We 


should organize our appliance selling 
activities so that we are not personally 
indispensable to a going operation, and 
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lugust: OBJECTIONS. There are 
iys to anticipate and forestall them. 
iny arise from an argumentative and 
belligerent attitude. Oftentimes we 
eate them by doing the talking our- 
selves. Some salesmen appear more 
ger to win an argument than to 
ike a sale. There are right and 
rong ways to handle objections. In 
language of Borden & Bussey, 
“expression deflates and repression in- 
flates” an argument in the prospect 
mind. We'll go into that, most thor- 
oughly, practically and visually. 


September: SALES PROOF. We are 
in a market of wise appliance buyers 
who select cautiously and make their 


| decisions on worthy evidence of merit. 
| They want to gain the greatest value 
| at the most economical cost. And they 


want to be sure. Corroded by super- 
latives of advertising and promotion, 
touched disastrously by weak product 
claims that did not hold up in use, 
they have become cagey. We will 
show the most powerful forms of 
proof-selling, to which they will most 
certainly and positively react. 


October: TRADE-INS and_ RE- 
PLACEMENT SELLING. In many 
of the major markets, consumers have 
owned appliances for some years. They 
need that final tip-over that will cause 
them to replace, which will in turn, 
bring up the growing problem of 
“trade-ins” which the salesman must 
handle. We will have something very 
practical to say about that—something 
that will help the appliance salesman 
out immediately in this festering 
problem. 


November: USING THE USER. 
There is a tremendous latitude of 
prospect finding, sales assistance, cus- 
tomer formation, selling support that 
can be kindled in proper manipula- 
tion here, and at the season of the year 
when it is most needed to extend your 
service in the enrichment of homelife. 
We will give you practical means of 
making this one of your greatest 
avenues for selling success. 


December: SELF FINANCING 
ABILITY. At Christmas time, when 
the family purse is being drained for 
so many other things which are posses- 
sively enjoyable but do not justify 
themselves economically, we will come 
along with data as to how most major 
electrical appliances are self-financing 
in nature, wholly or in part. We will 
produce a formula, based upon a com- 
parison of monthly installment terms 
compared with use savings, that will 
show that no one can afford to be 
without them, 

There you are, boys! Carefully 
framed, a year’s training information, 
culled from the successful experience 
of salesmen. If you have any sug- 
gestions or ideas that you would like 
to see incorporated in this series— 
write me. We'll be happy to weave 


your thoughts into these articles. We 


want to help you more than ever next 
year. 


Gas Range Manufacturers 
are specifying 


Oven Heat Control for 1938 Models 


*¢ The Norge policy is to incorporate in Norge Home 
Appliances those advanced features that represent 
greatest convenience and use value. By indicating 
exact oven temperature during pre-heating and bak- 
ing time, the Visi-Therm oven heat control will save 
time and steps by advising the housewife at a glance 
when her oven is up to set temperature. Visi-Therm 
is standard on the DeLuxe Norge Concentrator Gas 
Range. 


Pact B. Zimmerman, V.-Pres. in Charge of Sales 


NORGE DIVISION 


Borg-Warner Corporation, Detroit, Mich. 


T last! An oven heat control that can be seen across the 
kitchen and always tells the oven temperature—from 
room temperature up to 550° and down again. 


No more setting the dial to a desired oven temperature 
and guessing when the oven is ready or waiting for a signal 
to “pop” into position. With the new Visi-Therm, just set the 
dial to ‘desired temperature’ and watch—from across the 
kitchen, if you please—the gradual rise of the indicator. 

No more guesswork, no more hurry. For the first 
time housewives can gauge the preparation of their 
food to the gradual rise_of the indicator. 

Women are going to go for the new Visi-Therm, 
so make sure your 1938 line of gas ranges are Visi- 
therm equipped. Also, ask your manufacturer or 
write us for complete selling information. 


THE WILCOLATOR CO., NEWARK, N. J. 


TURNING ON OVEN —- Indicator points OVEN IS HEATING — Indicator rises OVEN IS READY — Indicator stops at de- 
to room temperature position. Remains gradually —shows oven heat at all times sired temperature. Remains in vertical 
there until oven is lighted. during pre-heating. position while oven is in use. 


| 
| 


CHARLES 
PHELPS 
; 


114,084 residential and farm customers 


on the lines of the Public Service 
Company of Colorado bought 
$1,057,900 worth of appliances, ex- 


clusive of dealer sales in 1937 


HE Rocky Mountain Electrical 

League has this year reorgan- 

ized, with active divisions in 
every part of the Rocky Mountain 
district, which have kept life busy for 
power company and dealers alike in a 
series of appliance promotions. 

The Public Service Company is an 
active merchandiser in the electrical 
held in spite of its interest in gas and 
this year has led the dealers of its 
district in a number of events. Among 
these have been spring and fall cam- 
paigns on I.E.S. lamps, participation 


1936 
Company 
Ranges 584 
Water Heaters ; 36 
Refrigerators 2,230 
Washers 826 
Ironers 276 
Cleaners 1,140 
Radio Sets : 347 
Air Heaters 187 
I. E. S. Lamps 9,518 
Other Appliances 12,442 
On December 31. 1936 e Public 
Service Company of Colorado was 
serving 99,270 residence customers 
and 3,886 farm customers: on Decem 


ber 31, 1937, the former 
creased to 109,720 (estimated) and 


the latter to 4,364 (estimated). For 


had been in 
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in Electrical Jubilee Exposition spon- 
sored by the Rocky Mountain Elec- 
trical League, and coordinated efforts 
with all national programs on refriger- 
ation and other electric household 
appliances. 

Records of dealer sales are not 
available, but the power company esti- 
mates that its domestic electric appli- 
ance business for 1937 will aggregate 
approximately $1,057,900, with No- 
vember and December sales estimated. 
By units this business was distributed 
as follows: 


Estimated Estimated 
1937 Proportion of Saturation 
Company Replacements Dec. 31, 1937 

735 74 1% 

90 Nil 
1,750 263 45°, 
1,000 250 55% 

225 None 6% 
1,300 1,050 60°, 
2,500 150 80°, 

200 None 15% 

500 None 25°; 


1936 the average annual consumption 
per residence customer was 579 kw.- 
hr.; for 1937 it was 623 kw.-hr. (esti- 
mated ). 

lerms on time-payment sales of 
larger appliances are shown as fol- 
lows: 


Electric Ranges. 
Storage Water Heaters 
Refrigerators 

Radio Sets. . 

Washers and Ironers 


Range wiring is included in the 


price of the range. 


Plans for 1938 are still in the forma- 


tive stage and no appliance sales 


Down Length of 
Payment Contract 
$5 00 36 months 

10°, 36 months 
$5 00 36 months 

10°, 12 months 
10°, 18 months 


quotas are available at this time. 

During 1937 the company mad 
twenty-five commercial air condition- 
ing installations. 


VANCOL VER 
FROM A 
PHOTO BY 
FAIRCHILD 
AERIAL 
SURVEY 


92,567 residential and farm customers 
on the lines of the British Columbia 
Electric Railway Co., Ltd. have an 
annual average kilowatt-hour con- 
sumption of 991 . . . Herewith data 
on appliance sales 


GENEROUS dealer cooperative 
set-up maintained by the Brit- 
ish Columbia Electric Railway 

Company has developed an active set 
of dealers in Vancouver and other 
British Columbia cities which follow 
the utility’s leadership along merchan- 
dising lines. There is always some 


1936 
Company-Dealers 
Ranges 558 150 
Water Heaters... 168 10 
Refrigerators. . 406 600 
Washers 779 Notknown 
Ironers _. 251 Not known 
Cleaners . 1,116 Notknown 
Radio Sets 1,272 Not known 
Air Heaters 404 Not known 


I. E. S. Lamps 2,500 1,000 
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special sales drive under way, with all 
employees participating on a prospect 
reward plan. This company also sells 
gas, but it has nevertheless an out- 
standing record in electric range and 
water heater selling, the dealers ac- 
counting for an appreciable number of 

(Please turn to page 84) 


1937 
Company-Dealers 
450 300 
175 10 
500 2,400 
900 2,400 
250 125 
1,100 300 


1,075 9,750 
500 Not reported 
3,000 4,500 


F 
12,192 Propor- Satura- 
| tion of tion 
i Replace- Dec. 31, 
ments 1937 
35°, 12 8, 
a.2% 
2% 8.3°, 
40°; 42.8‘, 
Nil 2.7% 
60°, 652°, 
80°; 78.7 
Nil 


time. 
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The Washer Without Agitator 


SAVES ON CEOTHES 
POSITIVE WASHING 
USES.LESS 
NO LOAD 


‘DEMONSTRATES ITSEL® 
CREATES NEW 
‘SELLS 
KEVIVES SALES 


_ Not only does Beam Water Flex out-perform 
competition in fine washing, but it excels in many 
respects... . hidden parts as skillfully made 
as its lovely . . finest materials... best 
service... DeLuxe LOVELL wringer—pressure 
Washes all fabrics—delicate laces te 
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Look 


FEATURES. 


Think of the marvelous array of Beam 
Water Flex features. Compare them and 
their possibilities with the worn out 
sales story and the highly-competitive 
conditions you've lived with for years. 
Make your store “‘washer headquarters.” 
Sales of all appliances increase. 


MARVEL... 
CASH IN ON THIS 
MOST UNIQUE 
COMBINATION OF MERITORIOUS 
. ALL CONTAINED 
IN THE SENSATIONAL NEW... 


The unusual interest and curiosity at- 
tached to the Beam Water Flex makes 
group demonstrations easy to secure. 
Women’s immediate recognition of its 
merits is leading to sales results far 
beyond the dealers’ expectations. 


BIG PROFITS FOR 1938 WITH BEAM WATER FLEX 
ARE YOURS FOR THE TAKING! 


“Strike ubile the iron is hot.'’ Cash in on an aroused and intense public interest. 
There are big profits to be made—right now. Territories being rapidly assigned, 
but many choice territories are still open. 


Here’s the Answer from the 
Dealers: 


ORDERS FOR OVER 75 
CARLOADS 


BOOKED within the first 60 days of 
getting into production. 


“WASHES CLOTHES ABSOLUTELY 
CLEAN, LEAVES THEM SOFT AND 
FLUFFY,” SAY DEALERS. “Just like 
holding a garment in front of a forceful 
stream of suds water, while gently rub- 
bing and squeezing. It can’t help but 
work .. . and it does just that . . . but 
with less wear on the clothes.” 


BEAM MANUFACTURING cc 


MODERN, DAYLIGHT FACTORY 
@ Each washer built under most exacting 
conditions ... subjected to rigid tests: Fully 
guaranteed—bya substantial 
financed. 


Here’s What the Housewife 
Has to Say: 


MY! HOW SOFT 
AND NEW 


Other spontaneous 
expressions: “Play 
suits I used to wash 
_ by hand are just as 
nice one clean as they can be”... “No 
lint at all from that dark blue bathroom 
set” . “My son works in packing 
plant, his coyeralls certainly come out 
nice, washer much easier cleaned” 

“Washes dirty cuffs and collars per- 
fectly, in less time than three previous 
washers” . “Washed two woolen 


blankets 55 years old, came out cleaner 
and softer than ever before.” 


BEAM MANUFACTURING CO., ! 
600 Stockdale, Webster City, lowa. 1 
Gentlemen: 


Please send us, without charge or obligation, full de- 
tails on the sensational new 


am Water Flex Washer. 
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NOTE BOO 


Ir you’p CALL around some day, and ask for “The CHIEF,” the chances 
are that we'd have to ring for him, in the foundry. . . . You know, he’s 
the man who discovered Chromel, 30 years ago—and ever since then he 
has continued his experiments to make Chromel better. So, in the foundry 
you find him just about every day. And there, as he supervises the prac- 
tice of his theories, he observes facts which are recorded in his little black 
book. . . . Thus, the production of Chromel is continually and critically 
watched by the man who created it—the original nickel-chromium re- 
sistor alloy. . . . Whether you make or sell devices, or sell the power to 
operate them—these facts are told you to invite your confidence in heat- 
ing-elements made of Chromel. If you want technical data, send 


for Catalog-L. . . . Hoskins Manufacturing Company, Detroit, Michigan. 


H O K I 


HROME 


THE WIRE THAT MAKES ELECTRIC HEAT POSSIBLE 
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Vancouver, B.C. 


CONTINUED FROM PAGE 80 


the sales. Some twelve advertising 
awards have come to this company in 
the past ten years, a tribute to its 
enterprise in all its diversified fields. 

In 1937 the company sold, roughly 
$2,250,000 worth of domestic electric 
appliances, including dealer sales 
Some of this business may be traceabl 
to the fact that new construction in 
1937 showed a very considerable ad- 
vance over the previous year, approxi 
mately 1,900 new homes having been 
built in the Lower Mainland territory 
served by the company during the year, 
and it is expected that building will be 
maintained at this comparatively high 
level for the next year. 

Not very much change is expected 
in general business conditions for 
1938. Adverse factors to be taken 
into account are that, because of the 
small crop and higher freight rates, 
Vancouver is not handling very much 
of Canada’s grain crop this year, and 
that high ocean freight rates and the 
condition of the Orient are causing a 
falling off in the lumbering industry. 

Forty-four firms and three depart 
ment stores handle a complete line of 
appliances, and fifty dealers carry ap 
pliances as a side line, making a total 
of 97 dealers in the British Columbia 
company’s territory. With these deal 
ers the company carries on continuous 
campaigns under the dealer coopera- 
tive plan. It has discontinued the idea 
of short campaigns in favor of sales 
plans in effect for full season or full 
year. 

Prominent among the special events 
and exhibits held during the year by 
the company were the following: a 
large display booth at the Vancouver 
Exhibition showing a complete line of 
gas and electric merchandise; also a 
separate booth for the Agricultural De- 
partment in which electrical appliances 
for the farm were displayed: annual 
refrigerator show in all salesrooms 
from April 5 to 10; annual radio show 
first week in October. 

Two series of home makers’ classes 
were held, with an enrollment in each 
series of approximately 500. These 
classes were conducted for a six-week 
period, each class being repeated on 
two or three afternoons and one even- 
ing each week. The evening session 
is held especially to accommodate busi- 
ness girls who could not attend one 
of the afternoon classes. 

A cooperative sales training class 
was put on for company salesrooms, 
dealers and their representatives. One 
session, held during January, February 
and March, 1937, had a total enroll- 
ment of 327; the second -session held 
during October, November and De- 
cember, 1937, had a total enrollment 
f 315, 

In its efforts to increase the number 
of ranges and water heaters on its lines 
the British Columbia company has 
adopted a policy of free wiring, which 
is extended on all sales made by the 
company or the dealer; it allows $25 on 
an old electric range when the new 
one is purchased from the company or 
the dealer; it gives a bonus to dealers 
for direct sales of ranges; and it has a 
promotional three-step rate, as well as 
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an 8-mill off-peak rate for storage 
water heaters. Customers who pur- 
chase ranges from dealers receive ex- 
actly the same concessions as they 
would if the ranges were purchased 
directly from the company. Dealers 
receive a bonus for all prospects or 
orders they turn over to the company | 
for storage water heaters. Because it} 
is a combination company, special at- 
tention was paid to promoting gas| 
storage water heaters in 1937. 

The company’s estimates of ex-| 
pected sales of the larger appliances | 
in its territory for 1938 follow: 


Company Dealers 


Ranges el 400 | 
Water Heaters 125 Nil 
Refrigerators . 450 1,500 
Washers : 650 2,350 
Ironers.. 165 200 
Radio.... 900 7,500 
Air Heaters 545 No record 


1. E.S. Lamps. 3,500plus Not 
5,000 Pin- reported 
It-Up 

The British Columbia company 
employs one commercial salesman, 
three industrial salesmen, and eight 
lighting salesmen, of which five con- 
centrate their efforts on commercial 
lighting and three on residential light- 
ing. These efforts resulted in a total 
lighting installation of 2,940 kw. in 
1938 in the commercial an dindustrial 
field as against 2,860 kw. (estimated ) 
in 1937, and, with the addition of two 
saleswomen, of 670 kw. domestic 
lighting in 1938 as compared with 
450 kw. (estimated) in 1937. 

One commercial air conditioning in- 
stallation has been made by the com- 
pany during the past year. 

The British Columbia Electric Rail- 
way Company classifies its customers 
as urban and rural, the urban apply- 
ing to all territory comprising Greater 
Vancouver, and the rural to all the 
small towns and outlying districts in 
the Fraser Valley. On December 31, 
1937, it estimates it had a total of 
these two classes of 84,567; on Decem- 
ber 31, 1936, the total was 82,431. On 
June 30, 1936, the average annual con- 
sumption per customer for all districts 
on the Lower Mainland, including flat 
rate water heaters and employee flat 
rates, was 977.2 kw.-hr.; on June 30, 
1937, it was 991.7 kw.-hr. The num- 
ber of farms is estimated at 7,500 on 
December 31, 1936, and at 8,000 on 
December 31, 1937, and these figures 
are included in the totals given above. 


Alameda, 


Cal. 


10,200 customers of the 
Dept. of Public Utilities 
bought 772 ranges, 803 
refrigerators in ‘37. 


HE City of Alameda, a residen- 

tial community situated on the 

east shore of San Francisco Bay, 

has its own city lighting system. It 

served during 1937 (estimated as of 
(Please turn to page 86) 


until you come to 


It's underneath those shiny white jackets that you must 
look for heater design and performance. Sepco is unique 
in principle, with features found in no other automatic 
electric water heater. It is produced by the originators 
of this appliance who still specialize in electric water 
heaters exclusively. Note these built-in selling features: 


Only SEPCO has the vertical high-speed, long-last- 
ing Heating Unit. 


Only SEPCO has Genuine Cork Insulation with its 
higher efficiency and permanence. 


Only SEPCO has Vapor Tension Thermostats which 
assure instant and accurate operation 
at all times. 


A Complete Merchandising Set-up 


Sepco’s 3 styles and 7 capacities put you in a position to 
meet the needs of every electric water heater prospect. 
Plus his complete line are colorful window displays and 
other point-of-sale helps that will make Sepco a head-line 
attraction in your store. Automatic electric water heating 
is on the up-grade. Sepco is the heater that will help you 
get more than your share of this profitable business. 


GET IN HOT WATER WITH SEPCO 
. . . AND PROFIT BY IT! 


THE AUTOMATIC WATER HEATER CO., INC. 
Pottstown, Pa. 


Please write us at once giving complete details of your 


new dealer proposition. : 
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Dec. 31) 10,291 customers; during 
1936 10,058. It has six dealers han- 
dling a complete line of electric appli- 
ances, and its Bureau of Electricity, 
under the city’s Department of Public 
Utilities, sells certain electric appli- 
ances as a convenience to the public. 

3y units, the business done in 1937 
compared with that of 1936 is shown 
as follows: 


1937 SALES 

1936 1937 

Bureau Bureau 
and and 

Dealers Dealers 
Water Heaters .. 51 134 
Refrigerators . 415 388 
Washers .. 222 281 
Ironers... 100 83 
Cleaners 91 130 
Radio Sets..._.. 590 582 
Air Heaters. . 143 324 
I.E.S. Lamps . . 143 
Other Appliances.... 242 324 


During the year the Alameda Bu- 
reau held a Westinghouse Modern 
Home Style Show with an attendance 
of 1,800, and sponsored two cooking 
schools, one in the spring and one in 
the fall, each of three days’ duration, 
with a daily attendance of approxi- 


mately 500. 


FREE WIRING 


To promote range and water heater 
business free wiring on each is of- 
fered, and 10 per cent of list prices 
is allowed on trade-ins. Dealers re- 
ceive a bonus of $8 on a range sale 
and $5 on a water heater. No down 
payment is required on ranges or water 
heaters, but 10 per cent is required 
on refrigerators. The length of con- 
tract is the same for all three, thirty- 
six months. At present the saturation 
point for electric ranges in the Ala- 
meda territory is 14 per cent plus and 
for water heaters three per cent. 

A reduction in electric rates esti- 
mated to save Alameda consumers ap- 
proximately $74,000 was put into effect 
in March, 1937. 

To assist the school authorities to 
install electric ranges, the Bureau this 
year has given three ranges for the 
domestic science department of the 
Alameda high school, and one range 
each for four elementary schools. It 
has also voted a special dividend to 
the city to pay wiring and installation 
charges. Electric ranges will be in- 
stalled in other schools as conditions 
permit. 

For 1938 The Alameda Bureau of 
Electricity estimates expected sales as 
follows: 


1938 QUOTAS 


Bureau Dealers 


eee 500 units 50 units 
Water Heaters... 150 units 25 units 
Refrigerators. ... ...... 400 units 
Air Heaters...... 500 units 
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Philadelphia 


562,000 domestic cus- 
tomers on the lines 
of the Philadelphia 
Electric Company 
bought $22,000,000 
worth of appli- 
ances in ‘37 


HERE were an estimated 562,133 

domestic electric customers on 
the lines of the Philadelphia Electric 
Company at the close of 1937—an in- 
crease of 4,333 over 1936. 

Annual average kilowatt-hour con- 
sumption increased likewise from 793 
in 1936 to an estimated 870 in 1937. 

A total of 1,798 dealers in the terri- 
tory—370 handling a complete line 
of appliances; 1,420 selling appliances 
as a sideline and 8 department stores 
engaged in the business—did an esti- 
mated total business of $22,000,000 in 
appliance sales, according to figures 
gathered by the Philadelphia Electrical 
Association of which George R. Con- 
over is Managing Director. 

The utility company sold 4,865 
ranges in 1937 as compared with 4,690 
in 1936; dealers sold 1,616 ranges in 
1937 as compared with 1,094 in 736. 
In addition, the company rented 3,619 
ranges in ’37 and dealers rented 407. 
In other words, a total of 10,507 ranges 
were added to the lines in ’37. The 
utility also sold 2,589 water heaters 
and rented 5,445; dealers sold 214 
water heaters and rented 265. Total 
water heater installations, therefore, 
amounted to 8,513. 

Other appliance sales in the territory 
are shown in the table below, compared 
to the figures for the year previous: 


Unit Sales 

1936 1937 

Total Total 
Refrigerators . 58,000 68,000 
Washers .. 35,560 37,100 
lroners .. 3,810 4,015 
Cleaners 34,120 37,240 
Radio Sets 115,220 119,460 


Estimated saturation on electric ap- 
pliances in the Philadelphia territory 
is as follows: 


Ranges ..... 7 Per Cent 
Water heaters . 4 
Refrigerators . 55 

Washers .. 52 

lroners ... 3.6 


There are no special range rates in 
effect in the territory although the 
company follows the policy of absorb- 
ing the wiring charges. A special 1¢ 
per Kw.-Hr. off-peak rate for water 
heating is in effect with a minimum 
charge of $1 a month. 

Time payment financing policies al- 
low a $2 down payment on ranges and 
water heaters with 36 months to pay; 
no down payments on refrigerators, 
washers, ironers and radio sets with 
30 months to pay. 

Promotional campaigns are run 
throughout the year. 
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SILEX JR. ELECTRIC TABLE 
MODEL 


6 or 8 cup electric model with 
Anyheet Control and FREE tray 
$6.95 VALUE FOR $5.95 (in black) 
$7.40 VALUE FOR $6.25 [in red) 


SILEX JR. ELECTRIC TABLE 
MODEL 


6 or 8 cup with FREE tray 
$5.45 VALUE FOR $4.95 [in black) 
$5.90 VALUE FOR $5.25 (in red) 


SILEX JR. EVERYDAY KITCHEN 
MODEL 


6 or 8 cup with FREE tray 
$3.45 VALUE FOR $2.95 [in black) 
$3.90 VALUE FOR $3.25 (in red) 


Visit the Silex Display, 
Room 661A, Stevens Hotel, 
Chicago . . Jan. 9th - 15th 


Place Your 
Order NOW 


THESE OFFERS EXPIRE FEBRUARY 28, 1938 


GLASS COFFEE MAKER 


The Silex Co 


Hartford, Conn 


PAGE 87 


1- ~ 
i- 
y, 
| ff oy 
8 
| 
ig 
in ? 
n, 
: 
es 
e- f 
ed 
n- 
4 
ti- 
ct ip 
he 
ge 
It 
to 
n- ‘ 
ns 
i 
ts Display Stuflers 
|G | 


Joseph Leberer, wholesale man for the Joseph Strauss Company of Buffalo, presents the Leonard plans to T. S. Rosinski, of the 


Rosinsti Furniture Company, Lackawanna, New York 


FLASH! “It’s a hot line!” 


NEW, SILENT, SEALED “GLACIER” UNIT... with 
tremendous power reserve .. . an absolute marvel 
on economy and operating efficiency. 
SENSATIONAL “ICE POPPER” CUBE RELEASE 
... fast, sure... sells itself as swiftly as it snaps 
out cubes. 

NEW STAINLESS STEEL “ZERO-FREEZER” . . 
squeezes more cold (and ice) out of a minute's 
running-time than anything you've seen yet. 
“FOOD FIT” SHELVES. . . a shelf adjustment for 
each inch of food-compartment height . . . handle 
anything. 

FAMOUS “MASTER DIAL” . . . still tops in exact 


cold control. 


“LEN-A-DOR” PEDAL . . . door opens at a toe- 

touch ...and that one great feature sells a tre- 

mendous number of Leonards. 

THE LEONARD BUILT-IN THERMOMETER in- 

stantly gives the exact temperature of food com- 

partment .. . easiest to see and read! 

THE VEGETABLE BIN holds 114 bushels ...a space 

and money saver. 

INSIDE THE DOOR... real ARRANGING SHELF 

7 peals to ed woman ... because she KNOWS 
e needs i 

CRISPER keeps green-groceries 

garden-fresh .. . and every woman knows it will 

save grocery-money for her. 
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NO WHOLESALE MAN IN THE REFRIGERATION BUSINESS HAS 
EVER HAD A STORY LIKE THIS TO PRESENT TO A DEALER! 


It’sspreading likea prairie 
fire! 

It gets everyone who 
hears it ... sees it... dis- 
tributors...wholesale men 

. and now—dealers! 


600 LIKE HER 


Why? Because product 


_ manufacturer has 
ever had a Selling 
like this to tell! 


they’re simple and work- 
able as a knife and fork 
on a juicy steak! 


| All based on something that’s 


Leonard is answered by a mass of real 
EVIDENCE. Facts—not guesses! 


F SH ! The product itself is a knock- 
LA = out! 


You know Leonard has always been able 
to hold its own...in any comparison. This 


Its big features are given here, in a boiled- 
down list you can go through fast. That 
tells you... this new Leonard is PLENTY 
HOT! 


And they’ve got to come to you to get 
in on it. 

PLUS your own local advertising, keyed- 
up to a new pitch of “pull” and power. 
PLUS the keenest, surest-fire, most prac- 
tical “complete bundle” of ACTUAL SALES- 
MAKING HELP you ever had! 


WROTE THE 1938 ‘ 1938 Leonard will be the toughest one anybody 
LEONARD plans are pitched all against! FLAS Ready for you right now! You 
And no refrigerator $= the peak in profits... yet = can see the 1988 Leonard line 


... hear the whole story . . . size up the 
plans and judge how they'll fit into, and 
reinforce your own 1938 business plans. 


It isa steel-riveted 


FLAS never been done before by any FLAS cinch that YOU OWE IT 

refrigerator. we the TO YOURSELF to know 
as no other refrige rator ad rtising ever where Leonard’s going 

For almost a year . . . 609 women in 48 — was before... for ONE PURPOSE: in 1938. 

. . . TO DELIVER THOSE PROSPECTS to Your 
They've proved it’s the most powerful, INTO YOUR HANDS, RIPENED AND 

pate orga usable refrigerator on the ~READIED FOR THE SALE. just let us know, here at TO TOWN ON! 
wil Can’t give the details here ... but it’s a the factory: “All right, Greatest story any 
ay That’s selling-power! Everything acus- $9,500 PRIZE CONTEST of an interesting Leonard! I want to take ee setae 
' tomer wants to know about this new _ kind that’s known to be a natural. a look . . . quick.” 
ries 
will 


LEONARD, Division of Nash-Kelvinator Corporation, Detroit, Michigan 
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MOTORS help you convince prospects that your appliances are the 
G- right ones to buy. They often give that final punch needed to close the 
sale. Here is how it works: A prospect for a washer, for example, checks over the 
various other important features of the machine and comes to the electric equipment. 
She realizes that it is important, but appearance is no criterion to her of its worth. 
She must rely on the reputation of the electric-equipment manufacturer. 


Here is where G-E motors do you a real, practical service. General Electric has been 
making dependable appliance motors since the beginning of the appliance industry 
and has a widespread reputation for outstandingly high-quality electric equipment. 
Add this reputation to that of the appliance manufacturer, and you have a sales com- 
bination that will keep the cash register busy. 


.. HELPS MAKE FRIENDS—AND MORE SALES 


N APPLIANCE business, to thrive year after year, must look beyond the initial 

sale. Your appliances must give trouble-free service that will make your present 
customers your salesmen in their community——Mrs. Jones tells Mrs. Smith how well 
she likes the washer she purchased from the appliance store up the street. 


G-E motors are built to support your claim that you sell dependable appliances. For 
example, the cast-aluminum rotor winding cannot become open-circuited or burn out. 
The bearings are extra long-lived and require oiling but once a year. Washer motors 
are assembled with sufficient factory lubricant to last the life of the machine upon 
which they are originally mounted. And G-E motors are quiet—they are carefully 
balanced and mounted in rubber. General Electric, Schenectady, N. Y. 


GENERAL ELECTRIC 


Filing No. 8260 
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PEOPLE + PRODUCTS - PLANS 
Electrical Merchandising Review of the Menth January 1938 


CARRIER PROGRESS OHIO CO-OPS TO GET MODERN KITCHEN BUREAU 


OUTLINED AT 3-DAY | LOWER POWER RATES | 
MEETING IN SYRACUSE WASHINGTON — Lower wholesale LAUNCHES BIG CAMPAIGN 


SYRACUSE, N. ¥.—Latest engineer- | Power. rates for a number of REA co- $350,000 Advertising Program Pushes Sale 
ing piggies oe = recent developments. The Ohio Power of Load-Building Appliances 
he application Of Silica hin by Company, which has been quoting a rate 
ne equipme nt, ar ” y Vv varying from 1.56 to 1.67c. per kw.-hr., | NEW YORK, N. Y¥.—The Modern 
al sees of Caer Cameaian, to depending upon the amount of power used, | Kitchen Bureau_has announced plans, to | Beginning with the April issues, an 
Pp has agreed to make a substantial reduc- | be put into effect immediately, for a | 
a three-day meeting December 8, 9, and . | intensive electric range campaign will 
tion applying to all the Ohio cooperatives | comprehensive sales and advertising pro- 
10 of dealer field engineers at make its appearance in_an imposing list 
€ c 8g S that it serves. The exact amount of the | gram. Upwards of $350,000 will go into 
the new 3l-acre Syracuse plant . | of national magazines. The Bureau plans, 
“The idi G revised rate has not been announced, but | the effort. inaugurate 
re addition of Silica Gel to our | it js understood to approximate the rate 


The power of this campaign will be | : 
equipment is one instance of the advance- of 1.24c. that has voluntarily been granted | placed behind three great labor-savine | c g pring g 


Electric Range Promotion 


a point-of-sale effort that should accom- 
ment in this field,” Mr. Boulware €X- | to the Logan County cooperative by its | appliances . . . electric ranges, electric Sa tag Pee : é Sea bag on 
jlained. “It solved a need for special . 5 A plish, in its field, what similar shows do 
supplier, the munic ipal plant of Bellefon- | refrigerators and electric water heaters. 

applications in installations involving hu- taine, Ohio, which formerly charged 1.48¢_ | All three product activities win b> . 

midity loads where the humidity must be 


In an attempt to negotiate favorable under The Modern Kitchen Bureau ban- | 
rates from companies in the Middle West | ner as a result of a decision of various | 
system, REA Administrator John E, Car- contributing manufacturers to conduct 
mody conferred on December 15 with F. | an aggressive campaign to further con- 


controlled independently of the tempera- 
ture.” 
The general manager explained that the 


Electric Refrigeration Promotions 


An outstandingly successful test ad- 


increase anufacturi se > yertising campaign, which was run in the 
increased manufacturing and research | Kreusi, vice-president in charge of | sumer acceptance of these three appli- | Oklat 
facilities of the enlarged plant would lead operations, and Edwin Vennard, rate ex- | ances. In addition, during 1938, the fall of 1937 in Dallas an 1038 
to faster and more efficient production. pert of Middle West, as well as repre- | Bureau wil continue on an enlarged scale | City, will be gre yo —, in 19 - 

After the engineering discussion, the 35 | sentatives of a number of its operating | its promotion on the modern electric This campaign has proved itself to be 
engineers made a tour of the new plant. : | a most effective advertising effort for 


companies. REA has ten projects ir | kitchen. 
Texas, Oklahoma, Kansas and Missouri Plan books detailing the operation of selling electric refrigerators. eng an 
which are potential wholesale customers | the campaign in all of its divisions will | weeks test in Oklz ahem City resulted in 
of various Middle West subsidiaries, and | soon be mailed to utilities and local Mod- | 4” increase of 40% in sales rishasl the 
has been quoted wholesale rates varying | ern Kitchens Bureaus. The Bureau has | *4™€ weeks of the previous year. 
from 1.5 to 1.9c. Believing these to be | expressed the hope that projected pro- 
too high, Mr. Carmody last month wrote | grams of individual organizations will be 
to P. L. Smith, new president of th: | held in abeyance until the arrival of the ; 
Middle West Corporation, asking for re plan books. Tie-in and cooperation, the | The program projected by the Bureau 
ductions. It is hoped that a satisfactory | Bureau points out, are of vital importance | aims—through a series of interesting and 
arrangement will result from this week's | to the successful operation of an effort of | worthwhile contests—to stimulate un- 
conference. this nature. precedented activity in the sale of Electric 
Water Heaters. 

} Among the five contests are four with 
individual cash awards totaling more 
than $2,000 and one in which a cup and 
a national $1,000 prize will be awarded 
to the utility doing the best all-round 
Electric Water Heater job in 1938 


“Our consolidation of five plants under 
one roof established some sort of speed 
record,” Mr. Boulware stated. “On July 
3, we bought the plant; August 15, pro- 
duction started on a restricted basis and 
on October 15, work was in full swing.” 

Another point emphasized by Mr. Boul- 
ware was the increased demand by retail 
establishments for air conditioning to 
meet any adverse business conditions that 
might result from the present dip in the 
business index. He said this interest was 
directed more toward comfort air con- 
ditioning. 

“Your small business man and retailer 
concerned over business conditions is 
turning to air conditioning as a way-out,” 
he remarked. “This retailer knows from 
experience the only way he can meet 
competition is to make shopping and 
working conditions more attractive for 
buyers and employes alike.” 


Electric Water Heater Promotion 


Modern Kitchen Bureau Promotions 


Under the 1938 set-up The Modern 
Kitchen Bureau embarks on an unprece- 
dented amount of activity. 

The Bureau sponsors product cam- 
paigns, coordinates them and through its 
field activities with local Bureaus and 
utilities lends powerful merchandising as- 
sistance. 

This, of course, is in addition to a 
greatly expanded activity in 1938 on the 
effective promotion of the complete mod- 
ern electric kitchen. 


FIRST IN G-E HOME 
LAUNDRY DRIVE 


Final results in General Electric’s 
“All-American” drive on home laundry 
equipment, in progress since September 
13, showed C. L. Tripple, of the G.E. 
Supply Co., San Francisco, in first place 
nationally, with Perry-Browne, Inc., 
Columbia, S.C., distributor tops among 
the organizations. The campaign paral- 
leled the football season in time and de- 


EHFA Signs Three More 


rived most of its nomenclature from the woo SS 2 Electric Home and Farm Authority 
same source, even to training tables and announce that contracts had been closed 
co-eds. Sixty distributors competed. BENDIX SALES EXECUTIVES AT LUNCH: At a recent lunch of the New York with the Town of Farmville, North Caro- 
John M. Wicht, manager of the G-E Sales Executive Club where Judson S. Sayre, vice president in charge of sales lina; Northwest Missouri Electric Co- 
home laundry equipment division, di- of Bendix Home Appliances, Inc., was the principal speaker, Vincent Bendix operative, Savannah, Missouri; and The 
rected the campaign in his capacity as (left) was a guest. In the center is Dr. Paul H. Nystrom, president of the club Dakota County Electric Cooperative, 
“head coach”, and professor of marketing at Columbia. | Farmington, Minnesota. 
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BRUNSWICK ENTERS COMMERCIAL 
REFRIGERATOR FIELD ACTIVITY 


H. D. Laidley Now Heads 


Appliance Division 


CHICAGO—H. D. Laidley 


appointed general manager in 


has been 
complete 


charge of the appliance division ot The 
Brunswick-Balke-Collender Co., Chicago, 
according to an announcement made by 
R. F sensinger, president of the com- 
pany. Mr. Laidley’s new rsponsibilities 


nclude the appointing of distributors for 
the new 1938 line of Brunswick Blue 
Flash Table-Top Electric Refrigerators 
now in production at the 


whic! are 


factory 


H. D. LAIDLEY 

From twelve years of General 

Electric . 

“In setting up our ‘package’ line of 
commercial _retrigerators,’ said Mr 
Laid we developed a new product, 
and a new plan to reach an entirely new 
market 

“Through the forty Brunswick branches 
and their seven hundred salesmen, as 


well as a few test points, Brunswick sold 


many thousands of Blue Flash refriger- 
ators in 1936 and 1937. Distribution was 
established in large and small cities which 
served only 15% of the total United 
States Market 

“Experience gained from this vast sales 
activity offers proved formulae for ex- 
tending Blue Flash sales and service 
through distributors and dealers to the 
entire country The right approach to 
every market—the right answer to each 
sales problem—the right merchandising 
methods gained from profitable experi 
ence making actual Blue Flash sales, 
show the way to profits for those ap- 
pointed under our exclusive franchise 


“Brunswick Blue Flash distributors and 
dealers will enjoy the unique position of 
ily complete line of Table- 
refrigerators on the market 
vides both wet and dry re- 


frigerat the top tanks for storage 
of foods or beverages, and the additional 
advantage of a 54 cu.ft. side-door dry 
storage compartment, the Brunswick Blue 
Flas} actually two refrigerators in 
one 

In design, the Brunswick Blue Flash 
table rigerator bears little re- 
semblance to the conventional types. Its 
advanced engineering provides increased 
capacity, greater convenience, faster cool- 
ing and lower operating costs—advan 
tages quickly recognized by merchants 
In addition to these superiorities, the 
Blue Flash is a great conservor of space 
and shelf room, which always are at a 
premium retail establishments. Not 
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only does it save space by providing stor- 
age room for foods and beverages inside, 
but because it is the proper height, it 
may also be utilized as a table, as a 
counter or as an island display. The top 
shelf space and may be used for 
the display of specials or packaged mer- 
chandise not requiring refrigeration. In 
taverns, hotels and restaurants, it fits 
under the bar or counter. 

Five-sided refrigeration, with concealed 
coils soldered directly to the virgin cop- 
per tanks on all four sides as well as the 
bottom, is an exclusive Brunswick engi- 
neering achievement. The entire surface 
of the tank thus becomes an “evaporator” 
or cooling surface, making it ideal for the 
storage and refrigeration of foods. More- 
over, because the sides of the tank are 
cooler than the bottom, no loss of cold 
can take place, even when the top is left 
uncovered. From the users standpoint, 
the advantage of having only to “slide the 
top and reach in” is a highly appreciated, 
time-saving feature. 

Previous to his present connection, Mr. 
Laidley was associated with General 
Electric for twelve years. During the 
last nine years of his G-E connection, Mr. 
Laidley was general manager of the Fed- 
eral Division of the National Lamp- 
works, Chicago. He was co-organizer 
with Mr. Cooper of R. Cooper, Jr., Inc., 
Chicago General-Electric Distributors, 
where he served as a vice-president and 
director for five years. 

In 1930, Mr. Laidley left for the West 
coast to organize the Laidley Company, 
distributors of the complete line of G-E 
major appliances, with headquarters at 
Portland, Oregon. This business was 
sold to the General Electric Supply Co. 
in 1932 

Mr. Laidely then retired and moved to 
Jeverly Hills, California. He joined the 
Brunswick organization in April, 1937, 
t refrigeration sales in the 


Saves 


to organize 
smaller cities, and was made General 
Manager of the newly organized appli- 
ance division on July Ist. That division 
sold only at retail through forty branch 
ifices and a few test points through dis- 
tributors 


New Commercial Fixture 
Company Organized 
The Wilson Fixture & Mfg. Co., Inc., 


has recently been organized to manufac- 
ture a general line of commercial lighting 
fixtures and allied products. 

The engineering development and re- 
search work for the new company is 
being handled by the Wilson Electrical 
Development Company, which also acts 
in a similar capacity for Wilson Lighting 
Inc., manufacturers of reflectors and 
floodlights. 

Some outstanding new designs have 
been developed by the new company, and 
further announcements will be made 
shortly. Wesley Wilson is president of 
the new company, and the home office 
is located at 411-413 S. Clinton St., 
Chicago, 


New Crosley Distributor 


BIRMINGHAM, ALA—The Steel 
City Appliance Co., with headquarters in 
Birmingham, has been named distributor 
for all Crosley products in the state of 
Alabama. Robert F. Hall is president and 
active manager of the company. Hern- 
don Thomas is vice-president in charge of 
sales. Mr. Thomas has been active in the 
distribution of Crosley products for many 
years, being formerly in charge of the 
appliance department of Beck & Gregg 
Hardware Co., Atlanta, Ga., and with W. 
Titus, W. E. Titus Radio Corp. 
Oklahoma City. 


When Apex unveiled their 1938 refrigerators to distributors in New York and 
Cleveland these two pirate girls helped carry out the idea of “buried treasure.” 


WESTERN MERCH MART APPLIANCE SHOW 
SCHEDULED FOR JAN. 24-29 


SAN FRANCISCO—Five great home 
furnishing markets will unite in the 
Western Furniture Exchange and Mer- 
chandise Mart during the Western Win- 
ter Market, January 24 to 29, to assure 
dealers of the most outstanding merchan- 
dising event in the history of the Pacifx 
Coast. 

The radio, gas, and electric appliance 


showrooms in this Mart represent the 
largest permanent wholesale exhibit of 
its kind concentrated in any market on 


the coast. 

Under the capable direction of George 
A. L’Amoreaux, promotion manager of 
the Mart, an active, interesting, and en- 
tertaining program for visiting dealers is 
now being planned. On Wednesday even- 


ing, January 26, the Seventh consecutive 
semi-annual Radio and Appliance Trade 
Dinner will be held in the main dining 
room of the Mart Club. Outstanding en- 
tertainment will be featured on the pro- 
gram and speakers of national prominence 
will address the gathering. The speakers’ 
names will be announced in the very near 
future, according to Mr. L’Amoreaux. 

The Fourth and Fifth floors of the 
Mart, which house the radio, gas and 
electric appliance shows, will be a scene 
of intense activity during the forthcom- 
ing Market seasons. Manufacturers are 
scheduled to introduce at that time a 
number of important new models in these 
lines which will be on display during the 
Winter Market and ready for immediate 
dealer distribution. 


THESE DISPLAYS WON PRIZES 


This attractive window display of small appliances won first prize in the dealer 
division of the Electrical Buffet Entertaining Contest in October, 1937. Glenn 
Krone of the Dauphin Electric Supplies, Harrisburg, Pa., arranged the display 


NNING & 


Rike Kumler Company of Dayton, O., took first prize in the department store 
division of the Electrical Buffet Entertaining Contest of EEI for the best table 
setting display. Prize went to Robert L. Hoover, assistant buyer of houseware. 
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Mrs. Margaret Sharp, 87, is shown with a 12-year-old competitor in the mince- 
pie baking contest at Denver's Electrical Exposition. It was her first experience 
with electric cookery and she won the electric roaster. 


DENVER'S CHRISTMAS 
JUBILEE DRAWS 50,000 
TO EXHIBITS | 


DEN VER—For the third consecutive | 


year, unit groups of the Rocky Mountain 
Electrical League celebrated their Elec- 
trical Jubilee as a curtain raiser for 
Christmas shopping, December 8-11, in- 
lusive, with electrical expositions in a 
score ‘of cities and towns throughout 
Colorado, Wyoming, New Mexico, Utah, 
Montana, South Dakota and western Ne- 


braska. Despite zero temperatures and 
gloomy predictions, crowds estimated at 
50,000 thronged the expositions—and 


bought freely. 

Denver’s exposition was the most lav- 
ish. Here, dealers, contractors, distrib 
utors, wholesalers and manufacturers’ 
agents pooled their resources to present 
a glamorous spectacle that attracted 
afternoon and evening audiences number- 
ing almost 11,000 men, women and chil- 
dren. 

Highlights 
contest ; 


were a “Venus Silhouet” 
a mince pie baking contest, fea- 
turing electric roasters; an Electric 
boudoir; a complete, self- ‘contained, gov- 
ernment- licensed radio station ten inches 
high which was used by professional 
NBC announcers to broadcast exposition 
events; trick electrical gadgets; Barbara 
Jenkins, reputed to be the world’s 


young- 
est professional cooking expert; and 
olorful exhibition booths creating a 


background of incandescent beauty. 

Electricity and electrical appliances 
were dramatized in spectacular fashion. 
The public responded, and the electrical 
industry, which anticipated a rather dul! 
Yule season, reaped a larger slice of 
more Christmas dollars than it had any 
reason to expect. 

The “Venus Silhouet” event was a 
crowd magnet of major importance. It 
lent itself to publicity an, at the same 
time, tended to symbolize the entire ex- 
position. Since electrical equipment is 
ornamental and streamlined, it was ap- 
propriate that a “Queen” be sought who 
would typify the exposition exhibits. She 
was found—by three celebrated artists 
who judged a parade of feminine pulchri- 
tude—in the person of Miss Erna May 
Wagner, whose curves most nearly ap- 
proximated a life-size poster picturing the 
streamlined 1937-model girl. 

Totally unexpected was the registra- 
tion of four generations in one family in 
the pie-baking contest. Mrs. Alice Ad- 
ams was a runnerup in last year’s comp- 
tition. This year, she prevailed on her 
daughter, Mrs. Maude Deis, her grand- 
daughter, Alice Julia Deis, and_ her 
mother, Mrs. Katie Carson, to enter. 
Their performance, amply publicized, is 
given credit for more sales of electric 
roasters than could be accomplished by a 
corps of trained specialists. Indirectly, 
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they effected other sales: Directly across 
the aisle from them were being demon 
strated electric mixers, coffee-makers, 
electric ranges, toasters and other kitchen 
accessories dear to the housewife’s heart. 
Husbands—who came to see the “Venus 
Silhouet” act—accompanied wives on 
these tours of inspection and learned that 
the Christmas shopping ordeal could be 
ended, right then and there, by a few 
pleasant purchases. The demand for elec- 
trical merchandise was such that exhibit- 
ors, in several instances, had to sell from 
their floor displays—having run out of 
stock in their stores. 

Mrs. Lydia Willard was adjudged the 
champion pie baker and was rewarded by 
the League’s $25.00 check. Two other 
Denver housewives, Mrs. Octavia Arm- 
strong and Mrs. J. D. Marshall were 


second and third, respectively. Mrs. Mar- 
garet Sharp, 87 years old, was the eldest 
entry. Alice Julia Deis, 12, was the 
youngest contestant eligible for prizes 
Seven-year-old Barbara Jenkins, who 
baked a pie daily for exhibition pur- 
poses, is in the professional class and 


had a sponsor—Omar Flour Company; 
she was, therefore, considered too tough 
competition for amateurs. She has been 
following her career, outside of school 
hours, since she was three. 

The Electric Boudoir was just that— 
animated by a pleasing young woman, 
Miss Beatrice Brownlee who demon- 
strated the sunlamp, the electric tooth- 
brush, the electric comforter, the bed- 
side radio. Assisting her was a girl who 


CONSOLIDATED EDISON INAUGURATES 
MERCHANDISE CREDIT BONUS PLAN 


NEW YORK—E. F. Jeffe, vice- 
president of Consolidated Edison Com- 
pany in charge of sales has announced a 
new promotional plan, effective January 
1, by which through the cooperation of 
approved electrical appliance dealers, resi- 
dential electric customers of the com- 
pany and its affiliated companies in 
Brooklyn, Queens and Westchester may 
obtain a “merchandise credit” on the pur- 
chase of appliances in proportion to the 
amount of electricity used by them dur- 
ing the previous month. It will be, 
according to Mr. Jeffe, an appliance 
stepdown price plan available for resi- 
dential users of electricity. The plan will 
be widely advertised in newspapers and 
through other media. 

The plan was described at a meeting 
of more than 1,000 appliance dealers. For 
each kilowatt hour of electric current 
consumed in a month a one-half cent 
merchandise credit will be allowed by an 
approved appliance dealer on the purchase 
of an electric appliance at his store, this 
credit allowance not to exceed 25 per 
cent of the purchase price. For example: 
A residential customer whose electric bil! 
showed use of 100 kilowatt hours would 
be entitled to an “earned approved mer- 
chandise credit” of fifty cents. To be 
fully earned this credit must be applied 
against an item selling for $2 or more. 
If the customer wanted to use his credit 
allowance on an item costing less than $2, 
the allowance would be limited to 25 per 
cent of the purchase price. 

Under the plan a customer wishing to 
apply his earned merchandise credit 
would present his electric bill to the 
nearest neighborhood appliance dealer 
displaying the companies’ seal of ap- 
proval, and make his purchase. The bill 
would have to be presented within thirty 
days of the last meter reading date as it 
appears in the upper left-hand corner of 


the bill. The dealer would stamp the bil) 
with the words “Earned Approved Mer- 
chandise Credit Has Been Applied” and 
deduct the amount of the credit from the 
purchase price of the appliance selected 
by the customer. 

“This plan,” said Mr. Jaffe, “will bring 
forcibly to the minds of all customers in 
our territory the cooperation between 
utilities and approved dealers and the 
fact that these dealers are doing their 
share in promotional efforts. Our ex- 
tensive advertising will give credit to 
approved dealers for a new appliance 
step-down rate for residential electricity 
users.” 

“We ask the cooperating dealers to 
take a more important part than ever be- 
fore and to assume an obligation in- 
dicative of their cooperation,” Mr. Jeffe 
said. “The dealer participation in this ac- 
tivity will, in my opinion, mean a great 
increase in dealer profits even though a 
portion of the profits will be spent in a 
business stimulation along lines directed 
by this plan rather than along lines pre- 
viously pursued by you.” 

“This plan,” said Mr. Jeffe, “is not 
to be confused in any manner whatso- 
ever with price cutting, discounts or re- 
bates. It is virtually a rate reduction 
through cooperative channels. There will 
be every incentive for purchasers of elec- 
trical appliances to make their purchases 
in established recognized dealers’ premises 
approved by the utility company on the 
basis of approved merchandise and fair 
business conduct. Customer reaction un- 
doubtedly will be to favor such cooperat- 
ing dealers when making purchases.” 

Consolidated Edison Company and its 
affiliated electric companies send out in 
a year about 23,500,000 residential bills 
for more than 1,000,000,000 kilowatt hours 
of electricity used. 


served visitors with coffee, fresh from an 
electric coffee-maker. 

Early reports from dealers, distributors 
wholesalers and others who participated 
in Electrical Jubliee activities show their 
business to be, generally, much improved 
over last year. Benefits have extended be- 
yond the electrical industry, stimulating 
trade for merchants in other lines and 
creating a good-will spirit that augers 
well for future cooperation. 

Guy W. Faller, retiring president of the 
Rocky Mountain Electrical League di- 
rected the mammoth, seven-state Jubilee. 
It constitutes his crowning achievement 
in a year of vigorous leadership. Janu- 
ary 1, 1938, he turned over League affairs 


Now it's an electric boudoir! Miss Beatrice Brownlee enjoys a sunlamp treatment 
at Denver's Electrical Exposition. She is using an electric toothbrush. Beside her 


is a toaster; on the be 


is * electric comforter to say nothing of the clock, 


1.E.S. lamp and radio. 


1938 


to J. H. Jacobucci, who was elected presi- 
dent at the September convention at Estes 
Park. 


CONNELLY NEW 
DISTRIBUTOR FOR NORGE 


Lee O. Cox, district manager for Norge 
Division, Borg- Warner Corporation, De- 
troit, Michigan, announced recently the 
appointment of the F. B. Connelly Com- 
pany, Seattle and Portland distributing 
firm, as distributor for Norge refriger- 
ators, ranges, washers, and ironers in 
Western Washington and all of Oregon 
effective December 11 

Kenneth Connelly, vice-president of the 
F. B. Connelly Company recently at- 
tended the Norge Sales Convention at 
Detroit, at which 1938 Norge products 
and advertising plans were presented to 
the nationwide group of distributors. 


Midwest Company 
Changes Name 


GALESBURG, ILL.—Officials of Mid- 
west Stamping & Enameling Co. announce 
that as of December 1, 1937 the name 
of the company was changed to Midwest 
Mfg. Co. 

President S. S. Battles states that the 
change was occasioned through a new or- 
ganization setup, which was made neces- 
sary by greatly increased business and a 
program of future expansion. The 
officers of the new organization are 
president and treasurer, S. S. Battles; 
vice president, Sidney R. Korshak, Chi- 
cago; secretary, P. R. Pennington, 
Chicago. 

Capitalization has been increased and 
the company’s manufacturing activities 
will include, in addition to domestic and 
commercial refrigerator cabinets, other 
products for air conditioning, heating 
and hardware fields. 
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Ou “CASHING IN" the 


EASIER SALES, LARGER VOLUME 


AND BIGGER PROFITS 
IN BALL BEARING VACUUM CLEANERS? 


If not, you are missing an opportunity that 
thousands of dealers, the country over, are 
profiting by. 


Your “star customer’ —the American Woman 


lity. She demands 
household appliances measure up to her 
housewifely standards/of cleanliness, efficiency, 


and economy. She Ms ll be quick to see, and 


ptage: 29n Cleaners 


Wik B, ll Bea ng Motors 


EQUIPPED) 


SERIES 


Gleaner goes to her packed 
r years of use. 
Typical NORMA-HOFFMANN Vacuum 


Cleaner Ball Bearings. The Cup Mounting 
—the forerunner of all self-protected bear- 


to injure floors, carpets, 
stery — and to catch dust. 


ings — was 
slowing up or reduced cleaning 
because of dirty, neglected, sluggish 
NORMA-HOFFMANN fe 


bearings. 


Full power 
always available on the instant. 
© Longer ee, trouble-free service, and better work 


— with Jess electric current used. 

To. @ dealer who sells ball bearing vacuum cleaners, all 
¥ sums up in easier sales, more sales, more profits, and 

‘ustomer satisfaction that invites more business. BALL BEAR- 

: al INGS IN A VACUUM CLEANER MOTOR ARE A MARK OF 

QUALITY. BALL BEARING CLEANERS HAVE SALES APPEAL, 

AND STAY SOLD. ADD THEM TO THE LINE YOU CARRY. 


OVER SEVEN MILLION 


RKMA-AVFFMAN 
PRECISIVN BEARINGS 


Hove Been Sold for Use in Vacuum Cleaners 


NORMA-HOFFMANN BEARINGS CORPORATION—STAMFORD, CONN..U.S.A. 
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She appreci- 


| there will be awarded a first prize of $20 


| toward a fund designed to enable young 


| inghouse 
Little, of the Electrical Testing Labora- 


$1,600 IN PRIZES FOR 
LAMP DESIGN CONTEST 


NEW YORK, N. Y.—A _ contest fo 
the design of table and floor lamps, tha: 
is intended to bridge the present gap be- 
tween plain science and more beauty has 
been announced by its joint sponsors, the 
Illuminating Engineering Society, th 
American Institute of Architects, and the 
American Institute of Decorators. 

The Competition, which will extend 
from January 15, 1938, to March 15, 
open to architects, interior decorators, 9 
industrial designers, and students of ar- 
chitecture and interior decoration. It ix 
not open to employees of lamp and light- 
ing equipment companies. 

The purpose of the Competition, ac- 
cording to the Program issued by its 
co-sponsors, is “to stimulate improvement 
in the design of portable lamps by requir- 
ing that the essential specifications of the 
Illuminating Engineering Society as well 
as the standards of professional designer: 
of interiors be met in products that will 
reflect the latest scientific as well as 
esthetic advancement.” 

Prizes totaling $1,600.00 (sixteen hun- | 
dred dollars) will be awarded. There | 
will be four classes, and in each class J 


AN 
C0 
Ne 


and two honorable mentions of $100 each 


The four classes are: 18th Century Eng- R. 
lish, Early American, 18th Century § bu 
French, and Contemporary Modern. De 


Following the contest, the winning de- 
signs will be offered for sale to manufac 
turers of table and floor lamps on a 
sealed-bid basis, with the proceeds going 


designers without adequate financial 
means to have their creations tested with- 
out charge by an organized, well-equipped 
testing laboratory. 

Complete specifications covering the 
efficiency requirements of the designs t 
be entered in the Competition have been 
drawn up by the Illuminating Engineer- 
ing Society. These specifications are, 
essentially, those governing present-day 
lamps of the “Better-Sight” type, which 
are designed for maximum illumination 
efficiency, and which, before being per- 
mitted to carry the I.E.S. approval tag, 
are subjected to rigid tests as to specifi- 
cation conformance by the _ Electrical 
Testing Laboratories of New York City 

The judges of the Competition will be 
Francis H. Lenygon, President of the 
American Institute of Decorators: 
Charles D. Maginnis, President of the 
American Institute of Architects; and 
Professor Henry B. Dates, Professor of 
Electrical Engineering, Case School of 
Applied Science and President of the 
Illuminating Engineering Society. 

Technical consultants who will meet 
with the judges for the purpose of assist- 
ing in determining the technical aspects 
of the designs from a lighting point of 
view will be: E. W. Commery, of Gen- 
eral Electric’s Incandescent Lamp De- 
partment, D. W. Atwater, of the West- 
Lamp Company, and W. F. 


tories. 


STANDARD STOVE 
DOUBLES PLANT 
CAPACITY 


The Standard Electric Stove Company 
in Toledo, Ohio, having outgrown the 
plant site which it has occupied since its 
organization twenty-five years ago has 
made arrangements for increasing i's 
production capacity by doubling its floor 
space, installing additional machinery and 
equipment to increase production. These 
plans become effective January Ist and 
manufacturing will continue in its present 
plant until new facilities are ready for 
occupancy. 

The Standard line for 1938 consists 0! 
all domestic sizes of ranges in improved 
and modernized designs, domestic watcr 
heaters and a full line of commerci®! 
cookery ranges. 
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ry Eng- § R. H. Johnson of the L. H. Smith Company, Clarks- Mortimer Frankel, vice-president of the Fairbanks- 
Century burg, W. Va., and Miss N. L. Quinn of the W. B. 
Davis Co., Little Rock, Ark., enjoy the meeting. 
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R. H. Morse, Jr., and a friend get close together for Two Seattle men at the convention: H. M. Nisbet, 
rk City discussion at the annual Fairbanks-Morse convention F-M Distributing Company and R. G. Reiniger of 


H. L. Billsborough, sales manager of the F-M stoker Fred Schnake of Chas. E. Turnock Co., Milwaukee, 
service manager, and Al. Ray Eskell, same company, and Chas. E. Turnock him- 
Burpee of Consolidated Auto Supply, Jacksonville, Fla. self with W. E. Foster, C.E.T. Co., Milwaukee. 


division, G. H. Glissman, 


* yes A. S. Shaw, F-M district manager; F. B. Jenkins of Beautiful girls and beautiful refrigerators—both on 
Ree Kansas City; F. C. Mansill, F-M, Dallas; and |. M 
Gerber of F-M, Dallas, round the grub-table. 
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FAIRBANKS-MORSE MEN 


Morse Company in a cheerful mood at the annual 
convention. 


Parker H. Erickson, radio sales manager for Fairbanks- 
Morse goes through his paces for the benefit of 
distributors, 


Globe Electric, pay attention. 


John S. Garceau, advertising and sales promotion 
manager of the company unveiled biggest campaign 
in the company's history. 


W. Paul Jones, general manager of Fairbanks-Morse 
is showing the assembled distributors how the new 


display at Fairbanks-Morse convention in Indianapolis. 
ice-cube release works. It does, too. 
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CROSLEY MEN 


Nov. 29-30 


Wheless Gambill, president, Gambill Distributing Co., 


- > ‘ W. W., Carroll, Crosley district manager, and D. A. E. C. Hill and B. J. Schwinn of Crosley Distributing 
ales tas Ces pre oe > Browning, Aitken Radio Corp., Toledo, (right) join Co., Chicago; Emil Reinbold, Koldrink & Xervac sales; 
’ i s % group on trip through factory during session. and Art Kennett, Crosley Dist. Corp. salesman. 


& 


Powel Crosley, Jr., Crosley president; Neil Bauer, as- Herb Hieb, Heib Distributing Corp., Des Moines and E. J. Rueth, Frankelite Co., Cleveland (left) and Her- 


bert Sadler (third from left) Crosley district manager, 
snapped during lunch at Netherland Plaza. 


sistant sales manager, Herbert Money, chief refrigera- C. J. Stevens, Crosley district manager (right center) 
tion engineer and John Hope, Jr. look over a box. during inspection trip through plant. 


/ 2 £3 


Charles R. D'Olive, vice president, receives one of the Mr. Morfield and H. O. Thomas (first and third from W. A. Montgomery (right) Caroline Auto Supply, 
lucky numbers from John Hope, Jr., credit manager, for left) both of Cooper-Louisville Co. with C. H. Carey, Charlotte; J. T. Cecil, Interstate Hardware Co., Bris- 
door prize at Crosley plant. Mr. Wheeler, and Harry Parsons. tol, Tenn., at lunch together at the Netherland-Plaza. 


A bunch gather at the plant to watch an operation: Lewis M. Crosley, executive vice president and Charles E. T. Legg and Jack Hennigh, Appliance Sales Co.. 


Harry Armbright, W. B. McKenzie, Hub Jaax, Dave R. D'Olive, vice president in charge of refrigeration Wichita, Kan., watch a factory operation during the 
Slobodian and Frank Hogan. aboard Crosley special train to Richmond, Ind. annual Crosley convention held at Cincinnati. 
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The unusual range of models, colors and prices in the 1900 Whirl- 
pool Line gives you the greatest flexibility ever offered in a washer and 

ironer merchandising program. Substantial discounts plus savings in freight 
by reason of two - plant location increases volume and profits. 


Wire or write for complete information — NOW 
Permanent Display - Room 511 A. Am. Furn. Mart. 


NINETEEN HUNDRED CORPORATION 
BINGHAMTON, N. Y. Founded 1898 ST. JOSEPH, MICH. 
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® Here's an opportunity to get your sales message before 
a minimum of 10,000 dealers, distributors and manufacturers 
who will use this book throughout 1938 for reference and 


buying information. 


@ The Appliance Specifications and 
Directory will bring together in 
one book the complete product 
specifications of leading appliance 
manufacturers, so that the dealer or 
distributor can quickly compare your 
specifications with those of other 
similar appliances — in one source of 
buying information. 


@ it will place the specifications of 
P P 
your products before the dealers and 
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distributors now handling them and 
those who can profitably add your 
products to their present lines. 


@ It will provide dealers and distrib- 
utors with a quick reference source 
of facts about your appliance at the 
moment they are in the market for 
your products. 


@ it will help dealers sell your prod- 
ucts to their customers by giving 
them useful selling information. 


JANUARY, 


OPPORTUNITIES 
PPLIANCE 


Presid 
tion 
their 


10,000 


FOR 


@ it will offer you an opportun- 
ity to supplement your regular 
editorial listing in this book with 
both illustrations of your prod- 
ucts and some hard-hitting sell- 
ing facts in the advertising pages. 


@ It will enable you to maintain 
this profitable year “round con- 
tact with your dealers and poten- 
tial dealers, at a remarkably low 
cost. 


Full particulars on request. 
Forms close February 15, 1938 
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LEONARD MEN 


President George Mason of Nash-Kelvinator Corpora- 


tion addresses Leonard distributors at the opening of H. W. Burritt, vice president in charge of sales, and Lymon M. Gammons of Taunton, Mass., was the oldest 
their annual convention. R. |. Petrie, Leonard sales manager, go into a huddle Leonard dealer at the convention. He's under dis- 
during Leonard's convention. tributorship of Ballou, Johnson & Nichols, Providence. 


LS 


 — 


E. R. Berkeley, Leonard district manager, poses with James Brady, Earl B. Latham and James Henry—all E. E. Firestone of Graybar, Los Angeles is shown shak- 
Ss William E. O'Connor, president of Southern Whole- of E. B. Latham Co., New York City, look over pro- ing hands with T. E. Burke, vice president of J. H. 
salers, Inc., Washington, D. C. motional plans for 1938. Burke, Boston, Mass. R. V. Keyes looks on. 


BGGEST BARGAIN IN 


prtun- 
‘gular 
< with 

A. A. Schneiderhahn, president of the company which A Providence, R. |. group: L. B. Leavitt, Lewis Roehr, Between sessions the distributors got out into the open 


prod- bears his name in Des Moines, gets together with G. H. R. Tracey and J. J. Cunha all of Ballou, Johnson air for a cigarette. The convention was held at De- 
4 sell- W. Onthank, general manager of the firm. & Nichols Co., Providence. troit's Mecca Temple. 
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ISING Walter L. Brous and Julius Klein, president of Phila- J. V. Knerr and C. H. York, president of York Supply, L. A. McCroden and W. B. Jameson both of Arnold 
on ABP delphia's Klein Stove Co., shake hands with N. C. Dayton, O. with William Schuster and Bud Schuster Wholesale Corp., Cleveland, O. go into a huddle 
wrk City MacDonald, Leonard district manager. of Cincinnati and Cliff Morgan of York Supply. over one of the new Leonard models at the convention. 
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HOTPOINT 
George H. “Rock” Smith, who for the 
past year has been sales head of the Hot- 


point Home Laundry Division, has been 
made manager of the Refrigerator Divi- 
sion, according to an announcement by 
R. W. Turnbull, Vice-President and Gen- 
eral Sales Manager of the Edison Gen- 
‘ral Electric Appliance Company, of 
Ch 


GEORGE H. “ROCK” SMITH 


Mr. Smith joined the Hotpoint organi- 
zation in November, 1936, after extensive 
experience in the wholesale, retail and 
manufacturing division of the electrical 
industry. A graduate of the University 
of Michigan, he joined the Hurly Machine 
Company of Chicago, where he worked 
tor eight months before resigning to ac- 
cept a position as Sales Manager of Lit- 
scher Electric Company of Grand Rapids, 
Michigan. Subsequently, he served with 
Caswell, Inc. of Detroit as Sales Man- 
ager, and as Sales Manager of Clark 
Adams, Inc., Atlantic City, New Jersey. 
He joined the General Electric Company 
in July, 1933, and immediately prior to 
joining Hotpoint was serving as District 


\ppliance Manager of General Electric 
Supply Corporation in Detroit. 
Al 


HARRY E. WARREN 


Announcement of the appointment of 
Harry E. Warren as sales manager of 
the Home Laundry Division of Hotpoint 
has also been made by R. W. Turnbull 


For seven years Mr. Warren served the 
Hoosier Electric Refrigerator Corpora- 
tion, distributor of General Electric Spe- 
cialty Appliances in Indianapolis. Dur- 
ing his career with this company, Mr 
Warren handled advertising and sales 


promotion and served as a wholesale field 
specialist, and sales manager in charge of 


the organization of new department to 
handle new General Electric appliances 
During this period, he won several Gen- 
eral Electric trophy awards for achieve- 
ment and merchandising plans. 

Mr. Warren left the Indianapolis or- 
ganization to accept a position with Cas- 
well, Inc., General Electric Specialty Ap- 
pliance Distributor in Detroit. After 
two years service, he resigned to accept 
a position with the Detroit Times where 
he handled promotions and campaigns 
designed ‘to develop the all-electric 
kitchen, and complete home laundries in 
the home building field 

Myron H. Beekman, District Manager 
for Hotpoint in Philadelphia, has been 
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New Pasitions of the Month 


promoted to head the new Hotpoint 
Kitchen Sanitation Division, according to 
an announcement by R. W. Turnbull, 
Vice-President and General Sales Man- 
ager of Hotpoint. In his new position, 
Mr. Beekman, who is widely known as 

Seek,” will direct the sales of the Hot- 
point Dishwasher and the new Hotpoint 
Kitchen Waste Unit. 

A native of New York, Mr. Beekman 
studied electrical engineering for four 
years in Rutgers University for whom, 
he says, “I was never called upon to die.” 
Upon graduation, he joined the Crocker- 
Wheeler Manufacturing Company, Am- 
pere, New Jersey, as a sales representa- 
tive in Chicago. After two years, he re- 
turned to New York to accept a pos.tion 
with the Hall Switch and Signal Com- 
pany. 


MYRON H. BEEKMAN 


He joined the Hotpoint organization in 
1920 as Assistant District Manager in the 
Chicago district. Subsequently, he be- 
same manager of the Service Department, 
and then manager of the important Ap- 
pliance Division. When that department 
was transferred to Bridgeport in 1931, 
Mr. Beekman became District Manager 
for Hotpoint in New York and last year 
was promoted to the position of District 
Manager in charge of the Philadelphia 
district. 

During his service with the company in 
the east, Mr. Beekman commuted between 
his home in Glen Ellyn, Illinois and New 
York City. He is succeeded in Phila- 
delphia by A. A. Borgemenke, former 
sales representative for Hotpoint in the 
Cleveland district. 


A. A. BORGEMENKE 


Announcement of the appointment of 


W. L. Sayre as district sales manager 
of The Edison General Electric Appli- | 
ance Company Inc., in the New York 
District has just been made by R. W. 


lurnbull, vice-president and general sales 
manager of the company. 
Mr. Sayre served in the World war as 


a radio communication officer in the 
United States Navy and following his 
discharge from the service established 
his own wholesale business in Phila- 
delphia, The Sayre-Level Radio Com- 
pany, probably one of the earliest radio 


wholesale houses in the country. He sold 
his interest in the business five years 
later to accept a position as New York 
State district manager for the Crosley 

Radio Corporation. Three years later he 
was appointed central division manager 
for Crosley, and then managed the 
Crosley wholesale distributorship in New 
York. 

From the Crosley Corporation he went 


to the Grigsby-Grunow Company as dis- 
trict manager for the State of New 
York. 


His first connection with the General 
Electric Company was in 1933 when he 
became associated with the General Elec- 
tric Supply Corporation and later, with 
the General Electric Company in Cleve- 
land as district manager in the Hotpoint 
refrigerator division. 


W. L. SAYRE 


Announcement of the appointment of 
John C. Sharp as Chief Engineer of the 
Edison General Electric Appliance Com- 
pany, Inc., of Chicago, manufacturers of 
Hotpoint ‘electrical appliances, has just 
been made by A. D. Byler, Vice-Presi- 
dent and Gemmual Manager of the com- 
pany. Mr. Sharp succeeds Charles P. 
Randolph, whose death in November 
ended his long and brilliant career with 
the company. 

Mr. Sharp came to the Edison Gen- 
eral Electric Appliance Company in 1925 
as an assistant engineer in the Range 
Engineering Division. In April of 1936 
he was appointed head of the Range En- 
gineering Division and was serving in that 
capacity at the time of his recent promo- 
tion. 


JOHN C. SHARP 


GENERAL ELECTRIC 


Charles E. Wilson of Bridgeport, 
Conn., vice-president in charge of Gen- 
eral Electric’s appliance and merchandise 
department since 1930, has been elected 
executive vice-president of the Company, 
a new position, it was announced here 
today by President Gerard Swope. 

At the same time, Mr. Swope an- 
nounced the election of Philip D. Reed 
as assistant to the president. Mr. Reed 
entered the employ of General Electric 


JANUARY, 


in 1926, and since 1934 has been genera 
counsel of the lamp department wit! 
offices in New York. 

Mr. Wilson, a native New Yorker, has 
been with General Electric and one of it: 
constituent companies, Sprague Electric 
since 1899. Few industry executives hay: 
had the broad experience which he brings 
to his new assignment. Beginning as a: 
office boy of 38 years ago, he has served 
in practically every function of the busi 
ness and in many capacities. 


Cc. E. WILSON 


Following his office boy apprenticeship 
in the early Sprague days, he became 
shipping clerk, factory accountant, and 
production manager, before becoming 
assistant superintendent of the factory in 
1914. Shortly after that he was appointed 
sales manager. In 1918, the year follow- 
ing transfer of the conduit business from 
Sprague to General Electric, he became 
assistant general superintendent of the 
Mazpeth and New Kensington works. In 
1923 he went to Bridgeport as managing 
engineer in charge of the conduit and 
wire business. Two years later he was 
appointed assistant manager of Genera! 
Electric’s Bridgeport works. 

Here began his intimate association 
with the appliance business, and in June, 
1928, he became assistant to the vice- 


PHILIP D. REED 


president in charge of the merchandise 
department. During this time he devoted 
his principal efforts to the manufacturing 
problems of the department, and in 1930 
was appointed manager of the mercha: 
dise department in charge of engineering 


manufacturing. and sales. In Decembe 
of that year Mr. Wilson was elected 4 
vice-president of the General Electric 


Company, and was one of the origina! 
members of the newly formed appliance 
sales committee of the Company. In 193: 
he was assigned the additional respons 
bility of directing all appliance activitie- 
including refrigerators, electric rangé 
other kitchen appliances, as well as air 
conditioning equipment. 

Mr. Wilson is chairman of the boar‘ 
of the General Electric Contracts Corp 
The Monowatt Electric Corp., of Prov'- 
dence; Electric Vacuum Cleaner Co., 0! 
Cleveland; and of Houses, Inc. He is 4 
director in the following companies: Ed 
son General Electric Appliance Co., In 
of Chicago; Trumbull Electric Manufa 
turing Co., of Plainville, Conn.; and Ge: 
eral Electric Supp!y Corp., New York 
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BETTER PRODUCTS... 


Every survey proves Norge appliances 
lead in customer satisfaction. Norge 
consistently ranks among the first three 
in public acceptance. The smashing new 
advertising and sales promotion pro- 
gram dramatizes exclusive features that 
you can demonstrate in your showroom. 


NORGE DIVISION Borg-Warner Corporation, Detroit, Michigan 


DEALERS ARE ALREADY BREAKING 
WITH DESIGNED MEET PUBLIC DEMAND 


@e0ee 
<a 


ax = 


YEAR-’ROUND PROFIT... 


There is always sales activity in the 
Norge line of Rollator Refrigerators, 
Concentrator Gas and Electric Ranges, 
Autobuilt Washers, Duotrol Ironers, and 
package heating and commercial refriger- 
ation equipment. Every month is a profit 
month for Norge Master Merchants. 


FREE TO APPLIANCE DEALERS! 


A full volume on appliance selling and pro- 
motion. Describes a complete plan of store 
operation. Tells how to get the most out of 
advertising and sales promotion. Shows you 
how to make more money in the appliance 
business. 
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TURNOVER... 


High product turnover and liberal finance 
plans keep your capital working for 
you all the time. Low dealer and sales- 
man turnover proves men have found it 
profitable to sell Norge and stick to Norge. 
You owe it to yourself to get full details 
of the Norge franchise without delay. 


TP-3 


MAIL TODAY! 


NORGE DIVISION Borg-Warner Corp., 
650 E. Woodbridge St., Detroit, Mich. 


I would like to receive a copy of your new book for 
appliance dealers. 


NAME 
ADDRESS 
CITY 


: 
genera 
f 
' 
By 
/ 
| | 
| 
STATE 
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WITH THE 


BEVERAGE & BEVERAGE-FOOD 


COOLERS 


It's profitable for you when you resolve to sell PELCO—the 
electric beverage and beverage food coolers that make their 


own floating ice automatically—as needed. 


|. MARKET—Hotels, restaurants, bowling alleys, 


stands, dairies are all prospects for PELCO 


2. PERFORMANCE—that is unequalled. Cools from room tempera- 


ture to desired degrees in about 20 minutes. 


3. SALES and MERCHANDISE HELPS—Ful! factory cooperation and 

. @ strong national advertising background. 

4. MANUFACTURING REFINEMENTS—Nine stage 
super-power—sanitary enclosed coils—stainiess 


protection .. 


baked enamel! finish. 


CASH IN on PELCO in 1938. Address Desk C-i8, 


PORTABLE ELEVATOR MFG. CO. 
ILLINOUS 
In Canada - UNIVERSAL COOLER CO.-of Canada-Ltd 
BRANTFORD, ONTARIO 


BLOOMINGTON, 
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J. W. Dunbar, formerly in + charge 
of magazine advertising for the Incan- 
rescent Lamp Department of the General 
Electric Company at Nela Park, Cleve- 
land, has been appointed assistant to 
C. H. Lang, advertising manager. The 
appointment announced by Mr. Lang 
was effective December 1. Mr. Dunbar’s 
headquarters will be at 570 Lexington 
Avenue, New York City, where he will 
devote his principal attention to selection 
of media. 

J. W. Dunbar was born in 1895, and 
spent all his life in Cleveland. He grad- 


G-E Oil Furnace Sales 


A. E. Pierce, who less than a month [ 


ago was appointed manager of department 
store and furniture store sales of Gen- 
eral Electric appliances, has relinquished 
these duties in order to bécome manager 
of the oil furnace sales division of the 
General Electric air conditioning depart- 
ment, it has been announced by J. J 
Donovan, manager. The new appoint- 
ment is effective at once. Mr. Pierce will 
make his headquarters at Bloomfield 


J. W. DUNBAR 


uated from Western Reserve University 
in 1917, having specialized in advertising 
and journalism. He is a member of Pi 
Kappa Alpha fraternity. 

Following a year of service in the 
World War, Mr. Dunbar joined the sales 
promotion department of General Elec- 
tric’s Incandescent Lamp Department. 
His first assignment was writing a book 
on the participation of the Incandescent 
Lamp Department and its people in the 
World War. 

Following this was his editorship of 
the “Stimulator Magazine,” a house organ 
for General Electric lamp dealers and 
the forerunner of the “Magazine of 
Light”, for which he was the first com- 
mercial editor. 

On the consolidation of the Edison 
and National Lamp Works in 1930, Mr. 
Dunbar took charge of the advertising 
section of the sales promotion department. 
He is married and is the father of two 
daughters. He will move his family to 
New York January 1, where he will 
make his home. 


A. G. CHAFFER 


G. E. Home Laundry Equipment 


A. G. Chaffer, who has been G-E appli- 
ance sales manager in the Pittsburgh dis- 
trict for the last four years, has been 
appointed sales manager for General Elec- 
tric home laundry equipment, with head- 
quarters at Bridgeport. The appointment 
was announced by J. M. Wicht, manager 
of the Home Laundry equipment division. 

Mr. Chaffer joined General Electric in 
1932 as home laundry specialist in the 
Cleveland territory, later being trans- 
ferred to Bridgeport. In 1933 he was ap- 
pointed district appliance sales manager 
in Pittsburgh. Earlier he was associated 
with a utility company, spent six years 
with the G. E. Supply Corp. in New 
Jersey and Illinois, and three years with 
the American Ironing Machine Company. 


A. E. PIERCE 


Premier 


Hammond U. Mann has been appointed 
general sales manager of Premier whole- 
sale and central station sales division. 
Mr. Mann, who has had many years of 
experience in vacuum cleaner distribu- 
tion, was transferred to this position from 
Chicago where he was division manager 
for Premier. 

“Ham,” as he is known to his many 
friends and associates, started his appli- 
ance selling career ’way back at the age 
of 19 years. In 1914 he went to work for 
Premier selling ‘em  one-at-a-time in 
Wilkes Barre, Pa. In 1915 he became 
branch manager at Wilkes Barre, then in 
1916 district manager of Northeastern 
Pennsylvania. 

In 1917 he entered the Officers’ Train- 
ing Camp at Fort Niagara, N. Y., but as 
soon as hostilities ended— ‘Ham” was 
back in harness again, first as Buffalo 


= 
a 


~ 4 


HAMMOND U. MANN 


Manager then on to New York City and 
Chicago as division manager. 

In 1922 he left Premier to becom: 
supervisor of branches for the Major 
Appliance Division of the Commonwealt! 
Edison Co. in Chicago. In 1924 he joined 
Eureka Vacuum Cleaner Co., eventuall) 
heading their Sales Promotion and Edu 
cational Departments. In 1929 he joined 
the Philco organization in the New York 
New Jersey and Boston territories as 
director of Dealer Retail Sales. 

After holding the position of Sales 
Manager with one of Philco’s largest dis 
tributors, “Ham” finally came back tc 
Premier in 1933 to become Division Man- 
ager at Chicago where he directed whole- 
sale, retail and resale sales in severa 
states. 
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Pittsburgh Plate Glass Company, 21144 Grant Bldg., Pittsburgh, Pa. 
Please send book entitled 


SEND FOR 
BOOK 


me, without obligation, your 


“Producing Bigger Profits with Pittco Store Fronts.” 


Dress your Store in its “SUNDAY LEST 


Every Day in the Week! 


gee IN! You'll enjoy shopping 
here.” That's what a Pittco Front 
on your electrical appliance store will say to 
all who see it . . . and almost everyone will 
see it! With its eye-catching beauty it will 
attract and invite customers, build sales, in- 
crease profits. For a Pittco Front is on the job 

. every day in the week . . . in its Sunday 
Best . bringing you new customers and 
helping you to hold the business you have 


“SUNDAY BEST” is 
everyday attire for 
this electric appliance 


store in New Haven, 
Conn. A modern, in- 
viting Pittco Front 


did the job of lifting 
it from the common- 
place—giving it sales 


appeal that brings 
customers in... to 
buy! Contractor, C. 


W. Murdock, Inc. 


already gained. 

Dress up your store .. . and go places! 
Modernize with a Pittco Front. When re- 
modeling, consult an architect to assure you 
a well-planned, economical job. Our staff of 
store front experts will gladly cooperate with 
him in planning a front to suit your needs. 
Mail the coupon for facts, figures and photo- 
graphs that explain in detail how Pittco 
Fronts produce bigger profits. 

Be sure to see the Pittco Store Front Caravan 
now on a nation-wide tour. Contact our local 


branch for specific information as to when the 
Caravan will visit your territory. 


PITTSBURGH TIME PAYMENT PLAN 
You can take up to 2 years to pay for your 
Pittco Front. Pay 20% down—the balance 


PITTS 


1938 
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PLATE GLASS COMPANY 
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Ww Vin. well-designed, honestly-built Sunlight motor on a washing 
~ 

=" “— machine is like an OK tag. To dealers, it means freedom from 
— 


warranty work and repairs. To customers, it means economical, 
trouble-free service —for Sunlight power is dependable power. Sunlight motors 
are smooth, silent and self-oiling. For twenty-three years they have enjoyed 
the confidence and respect of washing machine manufacturers, dealers and 


buyers. Sunlight Electrical Division, General Motors Corporation, Warren, Ohio. 
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FRIGIDAIRE 


In recognition of the increasing im- 
portance of Alabama as a market for 
the electric appliances it manufacturers, 
Frigidaire Division, General Motors 
Sales Corportation, will establish in 
Birmingham on January 1 a company 
owned branch, Carl A. Copp, general 
sales manager, has announced. 

L. W. Curl, long-time Frigidaire ex- 
ecutive and now Eastern zone manager, 
has been appointed district manager and 
will transfer his residence from Dayton 
to Birmingham immediately. 


L W. CURL 


Establishment in Nashville on January 
1, of a company-owned branch and ap- 
pointment as district manager of Fred 
M. Davison, was announced today by 
Carl A. Copp, general sales manager, 
Frigidaire Division, General Motors 
Sales Corporation. 

The new Nashville district will handle 
distribution activities in central and east- 
ern Tennessee. 

Mr. Davison has been in charge of 
Frigidaire operations in the Cincinnati 
area and will move to Nashville from 
that locality. 


FRED M. DAVISON 


Appointment of E. L. Williams, Pacific 
regional household sales manager of 
Frigidaire Division, General Motors 
Sales Corporation, to the managership 
of the Los Angeles district was an- 
nounced by R. G. Hutchison, regional 
manager. 

Mr. Williams already has taken over 
his new duties with headquarters at the 
Frigidaire branch in Los Angeles. 


E. L. WILLIAMS 
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| THIS TAG ON THE 
| SHELVADOR DOOR 
HANDLE WILL 
BRING THEM IN 
ASKING FOR A 
DEMONSTRATION 


There is no selling demonstra- shelf area with its tilting shelves and 


tion in the entire electric re- removable shelf section . . . plus the 
frigerator business that can large Storadrawer compartment. 
equal in effectiveness and sales- It’s a simple demonstration that takes but a 


punch, the visual proof of “This few minutes to make . . . but tells a story that 
Much More In a Shelvador”—the * will take years to forget. It’sirresistible .. .sales- 
easiest selling refrigerator ever built. clinching ... profit-making. Tell your customers 
Using actual-size food samples you “The Greatest CAPACITY Story Ever Told”— 
can show beyond all doubt the amaz- THIS MUCH MORE IN A SHELVADOR. 
ing food storage capacity of the — Sell them Quality... Economy . . . unfailing Per- 
exclusive, patented shelves-in-the-  formance—sell them the NEW 1938 CROSLEY 
WLW — door...plus the extra spacious cabinet SHELVADOR. 


THE CROSLEY RADIO CORPORATION, Cincinnati ¢ powex crostey, Pres. 


Home of “‘the Nation’s Station”—WLW—500.000 watts—70 on your dial 


CROSLEY SHELVADOR 
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Perhaps you've never thought of it that way, 


but selling things is a lot like making a box. 

Suppose you are talking to a customer 
about a refrigerator—or perhaps a range or 
a washing machine. First off, you talk about 
the general features, laying down your sell- 
ing foundation the way you put down the 
bottom of the box. Then you cover the par- 
ticular features. We'll call that putting on 
the sides. Then you top off with extras. 
There’s only one thing more you need—a 
powerful advantage to nail down your 


argument. 


PAGE 
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A NAME KNOWN TO MILLIONS 


You have that advantage, when the appli- 
ance you’re selling carries the Armco label. 
This trade-mark is an acknowledged guide to 
fine porcelain enamel products, backed by 
the cumulative effect of twenty-four years of 
national advertising. It’s a sale-clinching 
argument for any product. 

You can make more sales with the Armco 
label. If your ranges, refrigerators and wash- 
ing machines don’t carry it, ask the manu- 
facturer to attach it. The American Rolling 
Mill Company; Executive 
Offices, Middletown, Ohio 


ARMCO 


INGOT IRON 


JANUARY, 


Fairbanks, Morse & Co. 


W. Paul Jones, general manager, Fair- 
Banks-Morse Home Appliance Division, 
Indianapolis, Indiana, announces the ap- 
pointment of Joseph C. Lewis and Lewis 
P. Faddis, to the Home Laundry Equip- 
Division. 


ment 


JOSEPH C. LEWIS 


Mr. Lewis comes to Fairbanks, Mors 


| & Company from Horton Manufacturing 
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Company, at Fort Wayne, Indiana, where 
he served as general manager. For 15 
years prior to that position he was en- 
gaged in management and engineering 
work with management engineering com- 
panies. 

Mr. Lewis’ new position will be that 
of Manager of the Home Laundry Equip- 
ment Division, in which field he is widely 
acquainted and has had through experi- 
ence in all branches of sales, engineering 
and manufacturing administration. 


LEWIS P. FADDIS 


Mr. Lewis P. Faddis will occupy the 
position of Home Laundry Equipment 
engineer, which he is well qualified to 
fill, by virtue of long experience in the 
home laundry field as well as automotive 
engineering experience with Ford Motor 


Company, Dodge Brothers, Caterpillar 
Tractor Company and _§I[nternationa! 
Harvester. 


EDWARD B. PASSOW 


W. Paul Jones announces the appoint- 
ment of Mr. Edward B. Passow as chief 
radio engineer for Fairbanks, Morse & 
Company Home Appliance Division, In- 
dianapolis, Indiana. 
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Mr. Passow has served as assistant 
chief radio engineer of Fairbanks, Morse 
& Company for the past three years. 
Previous to that time, his experience in- 
\uded engineering activity on staffs of 

ich organizations as Bremer-Tully, 
irunswick-Balke-Collender Company, and 
Wells-Gardner. 


Electromaster 


Appointment of Miss Ruth Graham as 
director of home service for Electromas- 
ter, Inc., was announced here today by 
Walter C. Ayers, sales manager of the 
company. 


RUTH GRAHAM 


Miss Graham, a native of Lansing, 
Mich., and a graduate of the home eco- 
nomics department of Michigan State 
College, will direct educational work in 
regard to the company’s line of electric 
ranges, headed by the new “Vita-Miser” 
model. She also will have charge of an 
experimental and demonstration kitchen 
in the Electromaster plant, 1803 East At- 
water Street, and will lecture and conduct 
demonstrations before salesmen and home 


service experts of utility companies, elec- | 


trical goods dealers and other distributors. 


Kelvinator 


H. J. Priest, Kelvinator National 
Direct Sales field representative, has been 
transferred from the Michigan-Indiana 
territory to take charge of the newly 
created Nebraska-Kansas-Missouri terri- 
tory, according to an announcement by 
Edward R. Legg, national direct sales 
manager for Kelvinator Division, Nash- 
Kelvinator Corporation. Mr. Priest will 


make his headquarters at Kansas City, | 
Missouri, where an office will be opened | 


on January 1, 1938. 


H. J. PRIEST 


Harry Underwood, who has been with 
Kelvinator since 1925, has been promoted 
to the position of field sales representative 
and will take charge of the Michigan- 
Indiana territory which Mr. Priest is 
leaving. Mr. Underwood's headquarters 
will be at Detroit, Michigan. His terri- 
tory will include Michigan, Indiana and 
Western Kentucky. 

Don Carter, in addition to his duties 
as assistant manager of Kelvinator’s 
National Direct Sales Division, will per- 
sonally handle national direct sales in 
Wayne County (Detroit), Michigan. 
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92 PAGES OF CONSTRUCTIVE 
SALES TRAINING 


Note These Chapter Headings: 


@ “Licking the Price Problem” 
@ “What People Buy” 

@ “Why People Buy” 

@ “The Buying Reason of Gain” 
@ “The Buying Reason of Safety” 


@ “The Buying Reason of Con- 
venience” 


@ “The Buying Reason of Pride” 
@ “How People Buy” 


@ “The Three Decisions that 
Govern Buying” 

@ “A Simple Selling Process” 

“Methods of Proof” 

@ “How to Handle Objections” 

@ “Find That Missing Buying 
Decision” 

@ “Putting It Up to the Prospect” 

@ “How to Close’”’—etc. 


This 92-page book ‘“‘“How To Increase Your Sales’”’ has been voted the most 
constructive piece of literature ever produced in this industry. That sounds 
like a flamboyant statement—but note we said “voted.” It is the statement 
made by dealers and manufacturers—not us. Proof of that statement is found 
in the fact that appliance manufacturers are buying literally thousands of copies 
for their own private distribution. Send for a copy today. You will want every 
member of your sales force to read it. As the Foreword says: “This book is 
not about porcelain enamel. This book is about selling.” Send for a copy 
now—before you forget. 


PORCELAIN ENAMEL INSTITUTE, Inc. 3 
612 North Michigan Avenue, Chicago, Illinois E 


PORCELAIN ENAMEL INSTITUTE, Inc. 
612 North Michigan Avenue, Chicago 


Send me a copy of your FREE book: “How to Increase Your Sales.”’ 


Name 


Firm 


Address 
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$3,000 IN PRIZES SPUR INTEREST IN 
ELECTRIC WATER HEATING CONTEST 


National Electric Water 
Heating Council Plans 


Big 1938 Program 


C. G. HILLIER 


. « « Has three cash contests to pro- 


mote water heater sales in 1938 


According to C. G 


ig Hillier, 
the N.E.M.A 


Chairman 


rf Water Heating Sales 
Promotion Committee, the 1938 promo- 
tion plans ot the National Electric Water 


Heating Council are the most 
the Council h 


extensive 
is ever undertaken. 


“The 1938 plans include,”” said Mr 
Hillier, “a series of worthwhile cash 
prize tests it should attract unpre 
cedented attention to elec tric water heat- 
ng within deal rganizations. 

“Elect heater sales have ad 


and bounds in recent 


years,” Mr. Hillier said. “1936 wit 
nessed tremendous gains over all pre- 
ceding years 1937 was 50% better thar 
1936 and over 7 times as large as 1933 
And the outlook for electric water heater 
sales over the next five years indicates 
an even increasing rate of growth.” 
The Contests 

The ntests, about which the Na- 

nal Electri Water Heating Council 

now releasing detailed information, 
are i ws 

\ newspa] 1dve gy con 
test The judges of est will 
award $400 ir ash prizes for the best 
newspaper aclvertising campaign pub 


lished by dealers and utilities on electric 


water heaters 
The first prize will be $250, the sec- 
ond $100 and the third $50. With each 


prize will be 
Award, 

Size of campaigns will not be a deter- 
mining factor in the minds of the judges 


given a Certificate of 


Prizes will be awarded on the basis of 
soundness, ingenuity, and consumer ap- 
peal of advertisements submitted 


Advertising competing in this contest 
must have appeared in the year 1938 and 
before July 31. 

Two. An electric water heating win- 
dow display contest. This 
open to all dealers and _ utilities The 
first prize is $100, the second $50, and 
there are ten addit prizes for $10 
each. With each prize will be given a 
Certificate of Award. 

These prizes will be awarded for win 
dow displays, which, in the opinion of 
have the greatest sales ap 

educational value. Expensive- 
the display deter 
factor in the 


contest 1s 


ional 


the judges, 
1 

pea and 

ness of 


mining 


} 


will not be a 


judging 
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The window display contest will be 
open until July 1, 1938. All windows 
set up and photographed in 1938 prior 
to the contest’s close will be eligible. 

Three. <A series of twelve monthly 
ontests for salesmen. The contests be- 
gin in January and continue through 
December, 1938. Prizes will be awarded 
for the best letters by salesmen on the 
subject “How I Sell Electric Water 
Heaters.” 

There will be thirty-six prizes of $10 
each, three to be awarded each month, 
and a grand prize of $100 for the best 


letter received over the entire twelve 
month period 
In addition to these three contests, 
there will be two other prize contests. 
One of them is open to wility execu- 
tives and engineers, and the other to the 
utility company doing the best all- 
around electric water heating job in 
1938 
Thompson & Holmes Take 
Stewart-Warner Line 
SAN FRANCISCO Effective im- 


mediately, the Stewart-Warner Refrigera 
tor line will be distributed in the San 
Francisco and Sacramento territory by 
Thompson & Holmes, Inc., according to 
an announcement made by John Ditzell, 
Stewart-Warner Refrigerator sales man 
ager. 

For many years, Thompson & Holmes 
have been one of the foremost distributing 
organizations in the field. 


A. M. Campbell, 
Pennwood treasurer 


PENNWOOD CLOCKS 
READY FOR MARKET 


PITTSBURGH, PA.—Sales promotion 
and marketing plans on the newly-intro 
duced Pennwood electric clock, which 
tells time by numerals rather than with 
hands on the conventional dial, are now 
ready for the electrical trade, according 
to a recent announcement by F. A. Green- 
awalt, president of the company. 

During the past six years, Mr. Greena- 
walt said, development work has been 
going forward and problems of mechanics, 
materials, lubrication and design com- 
pletely worked out. Over $100,000 has 
been spent by the company for this de- 
velopment work 

Associated with the company now are 
D. M. Campbell as vice-president in 
charge of sales, his brother, A. M. Camp 
bell who is treasurer and general man 
ager and Jack Bergman who is in charge 
of promotion. 


F. A. Greenawalt, 
Pennwood president 


| 


D. M. Campbell, 
Pennwood sales manager 


LEE APPOINTED TO 
G. E. HOME BUREAU 


Arthur J. Lee has been appointed as- 
sistant manager of the General Electric 
Home Bureau, with offices in New York 
City, it has been announced by C. W 
Stuart, manager. For the past three years 
Mr. Lee has maintained contacts with 
builders all over the country, and par 
ticularly in the metropolitan area, co- 
ordinating the various services of Gen- 
eral Electric relating to the construction 


and equipment of homes. In 1927 he 
was manager of the New York offic 
of the Walker Dishwasher Company, 


later becoming eastern district manager. 
In 1930 he became field representative 
of the G-E dishwasher division, 
for a time with the Edison G. E. Ap- 
pliance Company. He was loaned to the 
Home Bureau for special work in 1935, 
and became permanently associated with 
it in 1936 as sales manager. 


SOME SHOTS FROM GIBSON'S CONVENTION 


F. E. Basler, Gibson sales manager, 
explains the “Blue Vase" contest to 
Charles J. Gibson, president. 


J. L. Stephens 
product analysis at Gibson conven- 
tion, 


explains simplified 


Frank S. Gibson, Jr. and R. L. Ben- 


son, engineering, at the Gibson con- 
vention. 


Partial view of the Gibson Electric Refrigerator Corporation Convention held 


at Grand Rapids, December 2-3, 1937 
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conference recently. 


| Angeles, Calif., has just dedicated an 
Hextensive new three-story and _ base- 


} ment building containing 140,000 sq. ft. 
of showrooms and warehouse space. 


fifty miles of wiring. Convenient park- 
ing space for customers adjoins the 
structure, as well as 1,200 ft. of park- 
ing space for employes. Fred C. Todt 
is district manager. 


* * * 


Another return engagement by pop- 
ular demand has just been completed 
by Miss Jessie DeBoth of Spokane, 
Wash. Cooperating with local news- 
papers in this cooking school and 
home making were more than thirty 
merchants and dealers. 


* 
In a window of Howell Electric, 
Inc., Reno, Nev., a G.E. cleaner ran 


ontinuously for more than _ fifteen 
days. A worn out brush was the only 
reason for its stopping. A G.E. cleaner 
was given to the person estimating the 
nearest operating life. 


* * * 


Wholehearted support is being given 
the Bendix Home Laundry with floor 
demonstrations by the dealers through- 
out northwest Washington. 


* 
With the arrival of two solid train- 


loads of G.E. appliances to take care 


\ll air and water heating in the build- | 
ing is done with electricity, requiring | 


Getting ready for a big fan year: Sales, advertising anc general engineering 

staff of Emerson Electric Mfg. Company, St. Louis, gathered at their annual 

New models were demonstrated and 1938 merchandis- 
ing plans discussed. 


Western 


NEWS FLASHES 


L 


General Electric Supply Corp., Los ; of the Christmas demand, it is be 


lieved that this is the largest single 
shipment of electrical appliances ever 
made to the northern California ter- 
ritory. 


* * * 


Kenneth G. Kingsley has been ap- 
pointed general sales manager of thc 
Woolwine-Norris Corp., Los Angeles, 
Calif. He was formerly an executive 
of the Los Angeles Soap Co. 


* * 


In November, Westinghouse Elec- 
tric Supply Co., Los Angeles, Calif 
presented to its dealers a preview of 
1938 refrigerator models. About a 
dozen dealers at a time were showr 
the appliances. D. C, Pence was in 
charge. 


Crowds estimated at over 150,000 
stormed the Food & Household Show 


at Los Angeles, Calif. Other than | 
electrical dealers frankly admitted 
that the electric appliance’ exhibit 
“stole the show.” 

* * * 

More than five hundred Hotpoint 
dealers and sales executives of the 
organization attended the Hotpoint 
Regional meeting in Los Angeles, 
Calif.. in December. A complete 


line of 1938 Hotpoint appliances was | 


displayed. 


Some of the 150 Mid-Western branch managers who heard the plans of 

Fairbanks, Morse & Company's air-conditioning division outlined for 1938 at 

a convention in the Stevens Hotel, December I1. 

the meeting were H. N. Baum, advertising manager of Fairbanks, Morse & 

Co., A. L. Decker, representing Henri, Hurst & McDonald, Inc., J. W. Bost- 

wick, manager of the air-conditioning division, and A. C. Dodge, vice 
president. 


Among those addressing 
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TROUBL 


Ci /LINAIRE is an electric 
food mixer using an exclusive principle of mixing. The twin 


beaters are placed opposite each other in the bowl, and as 
they revolve the bowl itself slowly rotates. The beaters 
thus contact the entire space between the center post and 
the wall of the bowl. 


Culinaire is made by the P. A. Geier Company, manufac- 
turers also of Royal Vacuum Cleaners. And because Black 
and Decker has, over a period of more than 20 years, given 
Royal “continued improvement in motor performance” for 
their vacuum cleaner department, they naturally turned to 
us to develop the motor for Culinaire, too. 


The result is a powerful 3-speed Black and Decker Motor 
that will not shirk the most difficult mixing or beating task. 
Motor and driving mechanism are completely enclosed in 
the base of the machine. Laminations in the motor arma- 
ture are specially made and specially slotted, and placed to 
obtain quiet-running efficiency. The armature shaft is of 
special steel, and very large in diameter. The steel is heat- 
treated and polished, with the worm cut in the armature 
shaft itself, making possible a highly positive drive. 


The Black and Decker Electric Company is America’s 
most experienced specialist in the design and manufacture 
of complete motors or series parts for vacuum cleaners and 
many other universal motored appliances. The coopera- 
tion of our engineers is at the disposal of manufacturers 
who may be interested in the application of universal 
motors to the improvement of their products. 


BLACK & DECKER 


THE BLACK & DECKER ELECTRIC CO., KENT, OHIO 


SPECIALISTS IN THE DESIGN AND APPLICATION 
OF UNIVERSAL MOTORS 


( 
| 


.. Weve Covked Up 
A RED-HOT PROMOTION ON 


The K-M Electric Grill for 1938 has everything! Its patented range- 
type element, 3 times more efficient than ordinary elements, gives more 
heat, quicker heat, less waste of heat. Grill is easy to keep clean. Has 
a top that positively will not warp! Is approved by Underwriters’ 
Laboratories. And its many uses and great utility 
instantly appeal to every housewife. 

To tell the world about these super-efficient, smartly-styled 
grills—and to help you sell them in real volume—we've pre- 
pared a walloping big promotion—National Magazine Adver- 
tising, sales-creating dealer helps, n'everything. So be sure 
to feature K-M Grills in your 1938 plans for greater profits! 


The COMPLETE 
WASH-SYSTEM 


with 


| 


@ Two washers for very little more than the usual price on an 
ordinary conventional type washer alone—that’s what you get 
in a HORTON Complete Wash-System. 

The oversize Horton KleenZONING machine is for the once- 
a-week general family washing. The small K/eenette, which oper- 
ates inside the big machine, is your‘‘personal washer”’ for launder- 
ing fine fabrics, sheer lingerie—for home dry cleaning—for tinting 
and dyeing—for boiling and sterilizing baby’s things or linens 
from a wre Mendes every sort of between-times cleansing job. 

Only HORTON can give you the KleenZONING Washer 
and the new Kleenette. Don’t buy until you see them. 


DEALERS! Get the profit story in Horton’s complete 
wash system and the full line of Horton Beauty-Aid 
Ironers. Ask your authorized distributor or write. 


HORTON MANUFACTURING COMPANY 
FORT WAYNE, INDIANA 


102 OSAGE STREET 


| California early in 


| owners and 


| school 


President Henry E. Warren of the Warren Telechron Company, Ashland, Mass.. 
turning the pages of a special presentation book from his 1,200 employees in 
recognition of the silver anniversary of his start in the electric clock business. 
The book contains the signatures of all the present employees of Telechron. 


Through the cooperation of the 
California State Department of Edu- 
cation, a series of classes will be con- 
ducted for managers and proprietors 
of electric appliance stores in southern 
1938. The plan as 
designed only for store 
managers and is not in- 
tended for the present to include deal- 
ers’ salesmen. Leaders for the work 
are now being selected and they will 
be trained by Professors David Jackey 
and Willis M. Kenealy, Supervisors 
of Trade & Industrial Teacher Train- 
ing for the California State Depart- 
ment of Education. 


proposed iS 


* * * 


On the theory that salesmen who 
really know how to operate ironers 
and washers are better fitted to sell 
housewives, a washing and ironing 
has been conducted by Otto 
Bloom of the Westinghouse Electric 
Supply Co. Miss Maria McKinney 
was the instructor. It is planned to 
conduct the school again in 1938. 


* 


Eighteen thousand two hundred in 
three days attended the Los Angeles 
Times, Los Angeles, Calif., electric 
cooking school. Home economist pre- 
siding was the peripatetic Miss Jessie 
M. DeBoth. A G.E. complete electric 
kitchen was used. There were demon- 
strations and displays of other electric 
appliances. 


Pacific Power & Light Co. furnisl. 
equipment for two meat cooker 
schools at Pendleton, Ore. and Walla 
Walla, Wash., which were held 
November. Seven hundred women 2: 
tended the combined schools. Rang 
users were urged by telephone to at 
tend. 


* * * 


Ads in 287 daily and weekly news 


papers; radio broadcasts over 18 broa 
casting stations; 435,000 bill sticker 
and a progress contest on small ele 
trical appliances tell all northern Cal 
fornia that electrical gifts are “'t 
Answer to Christmas Hinting an 
Hunting.” The Pacific Gas and Elec- 
tric Co. is providing the above to a 
dealers during December to sell smal 
electrical appliances. 


* * * 


The 50-year old Taylor Bros. Co 
Provo, Utah, Provo’s largest depart- 
ment store, announces the enlarge- 
ment of its home appliance department 
to three times the present displa 
space. A complete line of Norge a 
pliances will be stocked. 


*_ * * 


The Norge Intermountain Co. com- 
bined its stores into one large, beaut! 
ful sales room at 56 KE. 4th So., Salt 
Lake City, Utah. A new radio depart 
ment is installed; also new IES 
lamps. They are now equipped to sel! 
and service a complete line of Norg 
equipment. 


With such things as sales quotas temporarily in abeyance, this group of General 

Electric dealers from New Jersey, affiliated with the G. E. Supply Corporation, 

found a reward for a good merchandising effort aboard the Holland-America 
liner Rotterdam when it sailed recently to Nassau and Havana. 


JANUARY, 
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The Westinghouse Electric Supply 

Co. of Salt Lake City, Utah, has added 

its staff Miss Dorothy Stewart, 

10 will assist dealers and salesmen 

promoting eectric range sales. She 

s; been employed by the state of 

tah in the home economics depart- 
nt. 


* * 


The Valentine Appliance Co. is now 
its new home on 4th So. and Cactus 
Sts., Salt Lake City, Utah. Mr. Val- 
tine with Stanley Noakes as sales 
wnager, manages. He now operates 
three thriving stores; one at Bingham, 
Utah, June Hansen, manager; one at 
remonton, Utah, with R. Z. Hepler, 
inager. 


* * * 


In October Sears & Roebuck Co. 
ened a store in Logan, Utah, G. E. 
\inge, manager, 7,670 people from 
Logan and Cache Valley visited on 
opening day for inspection and 
purchases. 


» 


Thiel & Olson, Montpelier, Utah, 
ive had a very successful house 
leaning in the form of a harvest sale. 
Practically sold everything they had. 


* * 


That they are aggressive sales peo- 
ole at Neilsons’ Furniture Co., Mont- 
pelier, Utah, is evidenced by the fact 
that Mr. Neilson purchased a range 
himself. 


* * * 


Thomas Chipman, service manager, 
for a number of years, has severed 
his connections with Montrose’s, 
Logan, Utah, to join J. C. Penny Co. 
Merlin Jones, formerly of Malad, 
Idaho, replaces him. At Montrose’s 
also, the agency for L. & H. ranges 
is now located. 


* * 


In Park City, Utah, Ladies of 
Woodcraft have selected an I.E.S. 
floor lamp as high prize for their series 
of parties. Granite Furniture Co. of 
the same city displays this line. 


* * 


The numbers puzzle contest con- 
cluded November 27, at Ruschaupt’s, 
Fresno, Calif., met with more than 
expected response. The main prize 
was an Automatic Washer. Many con- 
solation awards were issued. 


* * * 


Water heaters are sales leaders at 
M. J. Murdock’s, Portland, Ore., Wesix 
electric water heaters is one of the 
reasons... Mr. Murdock is an enthusi- 
astic new dealer who is laying the 
groundwork for substantial future busi- 


ness. 


* * 


Radio Doctors, Portland, Ore., have 
i new salesman, W. N. Blair, who 
hails from Tacoma, Wash., where he 
has a fine record of electric appliance 
sales. 


* 


D. E. Lindsey, radio manager of 
J. K. Gill Co., Portland, Ore., an- 
nounces a Mrs. Genevieve Taylor the 
winner of one of the ten RCA radios 
iwarded on the Pacific Coast in the 
Magic Key contest. 


* * » 


An oldtimer in electrical merchan- 
lise selling, Allen Dow, has joined 
the sales staff of Olds Wortman & 
King Co., Portland, Ore. 


| 


ANNOUNCING THE NEW 1938 


NIVERSAL 


The Convertible Refrigerator .. . 
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The UNIVERSAL Refrigerator leads again. 
It dares to be different with a brand new Another exclusive UNIVERSAL sales 
double-duty convertible feature. No other feature for 1938 . .. BALANCED COLD 
refrigerator offers the advantages of food DESSERTS ... has completely captivated i} 
storage arrangement of 2 refrigerators the industry and has proven to be 
in 1, a distinctive feature that dealers one of the greatest single factors for 
everywhere quickly recognize as a big increasing the efficiency of the electric re- 
sales producer. frigerator. Write today for further details. 
LANDERS, FRARY & CLARK, NEW BRITAIN, CONNECTICUT 
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This smashing, newsy full page ad appears in the Jan. 15th issue of the 
Saturday Evening Post and in the Jan. 22nd issue of Collier's. Watch for it! 


--e AND MILLIONS WILL BUY THESE LAMPS 
AT STORES DISPLAYING THEM 


Get your share of this business 


| emi of people .. . your customers among them... 
will see and read this full page ad in the January 15th 
issue of Saturday Evening Post and in the January 22nd issue of 
Collier's and other leading publications reaching millions 
of readers .. . all of them potential lamp bulb customers. - 

They will want to buy these brighter Edison MAZDA lamps 
that give them more light for their money than ever before in 
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history. Get your share of this business by displaying tear pages 
of this ad on your counter . . . near your MAZDA lamp display 
- . . where customers are sure to see it. General Electric 


Company, Dept. 166, Nela Park, Cleveland, Ohio. 


EDISON MAZDA LAMPS 
GENERAL&ELECTRIC 
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WESTINGHOUSE Ranges 


estinghouse Electric & Mfg. Co., 
Mansfield, Ohio 


lodels: Ten: Emperor, Regent, 
Viceroy, Dictator, Challenger, Con- 
jueror, Commander; Ambassador, 
oronet and a 4-unit promotional 
nodel. 

ling Features: New SuperOven 
with increased capacity and scien- 
tifically balanced heat distribution ; 
Corox Economizer units with four 
heats: high, 2,000 watts, medium, 
1,000 watts, low, 500 watts, simmer, 
200 watts; fits ’ snugly against bot- 
tom of utensils giving increased 
speed and efficiency; “Heat-Saver”, 
a thermal brick on Corox unit makes 
it possible to cook for 50 min. using 
no current after it has first been 
turned to high for 10 min.; other 
features include: easy-to- clean 1- 
piece top and back splasher ; marked 
switches and units; front operating 
clocks; easy-to-clean oven, rounded 
corners and shelf supports; ayto- 
matic indirect lighting ; compact oven 
utensil set; large roller storage com- 
partment and utensil file; single dial 
oven control; accurate oven tem- 
perature control; oven signal lights ; 
balanced shelf-type self locking door ; 
removable oven equipment ; deep well 
Economy-Cooker with adjustable 
trivet and deep fat fry basket; auto- 


matic appliance receptacles; adjust- 
able platiorm lights illuminate entire 
platform surface; acid and chip re- 
sisting porcelain enamel finish; air- 
cooled handles; minute minder sig- 
nal that marks predetermined time 
for surface cooking ; cigarette lighter 
and illustrated recipe book. Em- 
peror, deluxe model equipped with 4 
Corox Economizer speed units, 2 
SuperOvens, 2 large storage com- 
partments; utensil file; aluminum 
oven set: Econo-Cooker; movable 
platform lights; 2 single dial oven 
controls; identified switches and 
numbered surface units; oven lights; 
cigarette lighter ; condiment set. Re- 
gent, same as Emperor except it has 
warming oven instead of second 
oven; equipped with 2 4-heat Corox 
Economizers and 2 standard 3-heat 
Corox units. Viceroy, same as Re- 
gent except it is not built to floor, 
equipped with legs or column sup- 
ports. Dictator, deluxe range, built 
to floor; 1-piece wrapper sheet con- 
struction; equipped with 1-Corox 
Economizer, 2 Corox units and 1 
deep-wall Economy Cocker, condi- 
ment set. Challenger, same as Dic- 
tator except it has 1 instead of 3 
storage compartments ; built to floor. 
Conqueror, low priced 4-unit range 
on legs 
standard Corox units and deep well 
cooker; SuperOven operated with 
single dial control; Commander, 
companion range to Conqueror, 
equiped with 3 standard Corox 
units. Ambassador, console model 
with high oven; two 4-heat Corox 
Economizers; 1 standard Corox 
unit; Economy-cooker. Coronet. 
for apartment house needs, has 3 
standard Corox units; SuperOven 
and single dial control. 4-unit pro- 
motional model is fully equipped and 
has 2 oven heaters; available with 
either legs or base cabinet. All 
models finished in white porcelain 
enamel.—Elecarical Merchandising, 
January, 1938. 
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1-Corox Economizer, 2 


MAGIC-AIRE Cleaner 


Magic-Aire Inc., 1734 Ivanhoe Rd., 


Cleveland, Ohio 


Model: 160. 
Selling Features: 


Cylinder type 
cleaner 6} in. diam, 20 in. long; 
carrying handle mounted on top; 
high speed ball bearing motor, and 
scientifically designed 2-stage fan 
produce strong suction power; 110 
volts, a.c., or d.c., 500 watts.; other 
voltages from 32 to 250 available; 
aluminum front cap fitted with 2 
latches, rear cap may be removed 
when motor is to be serviced; twill 
dust bag mounted on steel cage to 
facilitate cleaning; standard equip- 
ment includes 8 ft. flexible hose, 25 
ft. rubber cord; 2-piece extension 
tube for floors and high places; 11 
in. aluminum floor tool with adjust- 
able brush; 54 in. aluminum clean- 
ing nozzle for upholstery, autos, pil- 
lows, etc. 


Price: $39.50; complete line now 


consists of 3 models ranging in price 
from $39.50 to $69.50.—Electrical 
Merchandising, January, 1938. 


KELVINATOR Refrigerators 


Kelvinator Div., Nash-Kelvinator 
Corp., Detroit, Mich. 


Models: Three “KS” models, 5 “K” 


models, 3 “PK” 


models and 4 


Capacities: “KS” series, 5, 6, and 7 


cu. ft.; “K” series from 3 to 7 cu. 
ft.; “PK” series 5, 6 and 7 cu.ft. 
and “SD” series, 7, 9, 13 and 16 


Selling Features: Newly centralized 


and illuminated’ dial; built-in 
thermometer on control panel ; new 
Kelvinator sealed polar power 
compressor and refrigerating unit; 
ice tray release on each tray— 
half the trays are rubber and half 
are metal in each cabinet; “Speedy- 
cube Release” on metal grids ejects 
all or part of cubes as desired; 
sliding and adjustable shelves pro- 
vide increased storage space; KS 
models are equipped with new 
shelf thermometer on second shelf 
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Models: 


arranged so thermometer bulb is 
below surface of shelf to prevent 
damage to thermometer; rede- 
signed food files in “K”, “PK” 
and “SD” models; porcelain vege- 
table crisper with cover in KS 
models; 6-piece set of oven proof 
china, refrigerator dishes also 
available as accessory at additional 
cost on models K5, K6 and K7 and 
as standard equipment on PK mod- 


els. Porcelain interiors and Per- 
malux enamel exteriors on all ex- 
cept PK and SD series which 
have porcelain exteriors. Super- 
Deluxe models have completely 
air-conditioned food compartment 
entirely separate from freezing 
chamber; defrosting is not neces- 
sary in food compartment; temper- 
ature remains same independent of 
room temperatures; small en- 
closed fan blows a stream of air 
over surface of cooling plate, col- 
lecting enough moisture to raise 
entire storage space to ideal hu- 
midity ; charcoal filter removes odor ; 
fast freezing and below-freezing 
temperatures are provided in sep- 
arate freezing compartments—sep- 
arate part of freezing compartment 
is designed for below-freezing stor- 
age of meat, fowl or game; in single 
door models SD7 and SD9 this 
space is made available by simply 
lifting out double depth trays. In 
2-door models SD13 and SD17 
double depth trays are in special 
compartments by themselves.—Elec- 
trical Merchandising, January, 1938. 


PENNWOOD Clocks 


The Pennwood Co., 7525 Kensington 


St., Pittsburgh, Pa. 


Chieftain, Corona and Im- 
perial self-starting, numeral time re- 
cording clocks. 


Selling Features: Tells time numeric- 


ally without use of usual clock 
hands; 3 molded plastic drums re- 
volve on long sleeve bearings; drums 
are mounted on 1-piece heavy steel 
chassis; fully enclosed high-speed 


Prices: Chieftain, $4.95; 


Kelvinator Div., 


motor; gear-cutting equipment oper- 
ates with watch-making accuracy, 
the manufacturer claims ; Saforill lu- 
bricant prevents gumming. Chief- 
tain model, black or walnut finish 
case; 7} in. long, 4 in. high and deep. 
Imperial, black plastic modernistic 
case with blended vari-colored vanes ; 
10} in. long, 42 in. high, 44 in. Jeep. 
Corona, wall type in green, ivory, 
black or walnut; 7 in. long; 42 in. 
high, 3 in. deep. 

Imperial, 
$7.75 and Corona, $5.95.—Electrical 
Merchandising, January, 1938. 


KELVINATOR Washers 


Nash-Kelvinator 
Corp., Detroit, Mich. 


Models: 1938 models include 5 single 


tub wringer models, 1 double tub, 
wringer model and 2 rotary dryer 
models. 


Selling Features: Duplex 2-tub washer 


has two tubs 22 in. diam. with a ca- 
pacity of 18 gal. each; each tub is 
equipped with a “Fin-flex” agitator 
with curved aluminum fins to gently 
flex clothes; each agitator has sepa- 
rate outside automatic control lever ; 
Kelvinator “Pressure-ator” wringer 
gives correct pressure for each type 
fabric at flick of finger; filler hose 
and automatic drain pump; 2 com- 
pact mechanisms are used; white 
porcelain enamel tubs inside and out- 
side, heavy steel base finished in 
Permalux. Single tub models cover 
every price bracket, are equipped with 
“Fin-flex” agitator and “Pressure- 
ator” wringer, 2 lock casters on all 
except model 5B; white “Permalux”. 
Model 13 SA rotary dryer model 
uses a_ special sterilizing ‘“Spin- 
Rinse” which makes it possible to 
force clear hot or cold water into 
dryer to rinse or blue clothes. Lower 
priced 10SA incorporates many fea- 
tures of deluxe dryer.—Electrical 
Merchandising, January, 1938. 
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REFRIGERATO 


ODAY’S consumers want to know 
more about what they buy before 
they buy. 

‘‘What’s it made of?”’ ““‘Who makes it” 
says it’s better...and why?” are 
questions that must be answered to the 
satisfaction of the consumer. 

Especially with refrigerators. 

Women are looking for greater value for 
their money when they buy refrigerators 
...extra service...extra beauty...ease of 
cleaning...the ability to stand up under 
hard use. 

DULUX has all these qualities and more 

besides. It’s the finest finish ever devel- 
oped for refrigerators. And the proof lies 
in the fact that today—only a few short 
years after the introduction of this re- 
markable finish—more than 4,000,000 are 
finished with DULUX. 
e And that’s where the famous DULUX 
seal comes in! It tells women instantly 
that the refrigerator they're looking at 
has the DULUX finish they want. That's 
why so many modern dealers are care- 
ful to point out the DULUX seal on 
DULUX finished refrigerators...they’ve 
found it helps clinch the sale. 

How about you? Are you letting DU- 
LUX give you the extra help it can? If 
not, you’re missing a profitable bet. E. I. 
du Pont de Nemours & Co., Inc., Finishes 
Division, Wilmington, Delaware. 
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COPPES Washer 
Coppes, Inc., Nappanee, Ind. 


Coppes-Napanee Water Flex. 
Yelling Features: Incorporates Bird- 
sell Water Flex washing unit—no 
moving part touches clothes; water 
action and flexing of clothes is 
achieved by an impeller concealed in 
base of center post, which forces 
water outward and upward across 
and back down center of tub; im- 
peller is driven at 1750 r.p.m. pro- 
viding surging action which flexes 
clothes and pushes soapy water 
through them.—Electrical Merchan- 
dising, January, 1938. 


KELVINATOR Water Heaters 


Kelvinator Div., Nash-Kelvinator 
Corp., Detroit, Mich. 


Models: Six models with capacities 
ranging from 30 to 80 gal. are 
kitchen companions to the Kelvi- 
nator Watt-Watcher ranges. 
Selling Features: All models are 
square type; white lacquer body and 
black lacquer base; thermostatic 
control, adjustable to maintain al- 
most any temperature desired; non- 
radio interfering —Electrical Mer- 
chandising, January, 1938. 


KELVINATOR Ranges 


Kelvinator Div., Nash-Kelvinator 
Corp., Detroit, Mich. 


Models: ER-10, ER-20, ER-30, ER- 
10, ER-50, ER-60 and ER-70. 


Surface Burners: All models equipped 


vith 3 Chromalox Superspeed sur- 
iace units with 3-heat flip switches ; 
all models except small ER-10 
equipped with Scotch Kettle which 
consists of heat-conducting alumi- 
num pot that sets into stove surface 
and cooks by steam generated in 
bottom of pan. 


PARADE 
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Seling Features: Single unit Watt- 
Watcher oven; with air-flow prin- 
ciple which circulates heated air 
evenly thruout oven space; non-tip- 
ping trays and porcelain broiler pan 
with smokeless grill gives effect of 
charcoal broiling; counter-balanced 
oven door has automatic stop in 
broiling position. ER-10, 3 burner 
range has full sized thermostatically 
controlled oven, stain resisting white 
porcelain enamel top and_ front. 
ER-20 in addition to above has 
built-in Scotch kettle, utility com- 
partment. ER-30, built flush to floor 
includes large utensil storage com- 
partment at bottom. ER-40, ER-50 
and ER-60 are adapted to all-elec- 
tric kitchen specifications. ER-40 
has high l-piece legs with a large 
utensil compartment and a step- 
saver rack for kitchen tools used 
most at range. ER-50 and ER-60 
built flush to floor provide large 
storage drawer and compartment. 
ER-60 is equipped with Interval 
Timer, lamp and condiment set 
assembly. DeLuxe ER-70 lowboy 
type with cabinet base has extra 
capacity oven capable of roasting 25 
lb. turkey; large easy sliding stor- 
age drawers, warming compartment, 
separate signal light and combina- 
tion automatic clock and _ interval 
timer, lamp and condiment set and 
electric tea kettle are standard 
equipment. All models are porce- 
lain with chrome finished hardware. 
Accessories not standard on lower 
priced models are available at slight 
extra cost.—Electrical Merchandis- 
ing, January, 1938. 


LEONARD Refrigerators 


Leonard Div., Nash-Kelvinator Corp., 
Detroit, Mich. 


Models: 1938 line includes 11 models: 
3 in the P line with all porcelain 
finish; 5 L models with Permalain 
exterior and 3 special LS models. 

Selling Features: Capacities range 
from 3.14 to 7.13 cu.ft.; new sealed 
“Glacier Unit” runs in oil; “Ice 
Popper” in each aluminum tray re- 
leases 2 cubes or entire trayful at 
once; Master Dial control has been 
retained in 1938 models; built-in 
thermometer; adjustable “food fit” 
shelves; stainless steel “Zero 
Freezer” evaporator ; vegetable bin; 
Len-A-Dor foot pedal; sliding 
vegetable crisper; automatic interior 
light; rearranging shelf on cabinet 
door; ball-pointed shelves; large 
glass tray for chilling meat or de- 
frosting —Electrical Merchandising, 
January, 1938. 
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Device: 


Selling Features: 


CROWN Cooker 


Crown Stove Works 4627 W. 12th 


Place, Chicago, IIl. 


Automatic 6 qt. aluminum 
thrift cooker with flat top. 

Cover has auto- 
matic vent to insure proper cooking ; 
special recessed top rim allows heat 
to circulate around entire interior; 
660 watts, 110 volts a.c.; equipment 
consists of rack that acts as trivet 
and an aluminum pudding pan; triple 
sets of pans available at slight extra 
cost; blue enamel porcelain inte- 
rior; chromium plated steel top and 
bottom rims; gray enamel exterior 
with black feet and handles.—Elec- 
trical Merchandising, January, 1938. 


STANDARD Ranges 


The Standard Electric Stove Co., 1712 


N. 12th St., Toledo, Ohio 


Models: Cameo, Lady Vanitee, Capi- 


tan, Colonel, Carleton, Cavalier. 


Selling Features: All models may be 


had with a choice of open “Speed- 
Heet” surface burners or enclosed 
“Kalmax” units ; all 3-heat, one “Lo- 
Low” heat; “Unitop” acid proof, 1- 
piece cooking top; Savor cooker fits 
in on any burner, or may be built 
into Capitan, Colonel or Carleton; 
1-piece porcelain enamel oven with 
hold-open attachment for broiling ; 
temperature control provides even 
oven heat; Cameo model occupies 
34x24 in. floor space; 34 in. to cook- 
ing top; oven, 16x19x14 in. oven 
and worksurface in center. Lady 
Vanitee occupies 36x24 in. floor 
space; 3* in. to cooking top; cen- 
trally located oven with interior 
light 16x19x14 in. Capitan occupies 
40x24 in. floor space; oven 16x19x14 
in.; oven light; large warming com- 
partment oven; 2 utensil cabinets. 
Colonel occupies 45x24 in. floor 
space; 36 in. to cooking top; oven 
18x19x14 in.; light; compartment at 
right may be used as warmer or 
utensil storage; 2 additional utensil 
compartments at bottom. Carleton, 


Prices: 


Selling Features: 


Stern-Brown Inc., 


Device: 


occupies 45x24 in. floor space; 36 in. 
to cooking top; oven 16x19x14 in.; 
warmer, 2 utensil drawers on roller 
bearings. Cavalier, occupies 45x24 
in. floor space, 36 in. to cooking top; 
2 ovens—16x19x14 in. and 18x19x14 
in.; warmer compartment and utensil 
drawer. 

Suggested retail price f.o.b 
Toledo: Cameo, $99; Lady Vanitee, 
$130; Capitan, $165; Colonel, $175; 
Carleton, $192; Cavalier, $270.— 
Electrical Merchandising, January, 


1938. 


UNIVERSAL Refrigerator 


Landers, Frary & Clark, New 
Britain Conn. 


Convertible 2-in-1 
feature makes it possible to convert 
refrigerator from conventional type 
refrigerator with full shelf storage 
space to one that allows use of 
bask-a-dor, and can be converted 
back again to conventional type by 
removing bask-a-dor and pulling out 
center slide-a-shelf; Ice-Cycle sys- 
tem; Time-O-Meter, with its prin- 
ciple of balanced cold desserts, may 
be set for any interval of 5 min. to 
4 hours; signals, when housewife’s 
attention is needed; Tim-O-Chart 
lists time necessary for chilling 
freezing balanced cold desserts; Veg- 
a-tainer; 9 pt. cold control; utility 
trays; Speed-I-Cube tray releases 2 
cubes or tray full without effort — 
Electrical Merchadising, January, 


1938. 


SUPERSTAR Mastergrill 


42 Orchard St., 
Long Island City, N. Y. 


Superstar “Du-All” Master- 


grill. 


Selling Features: Broils, bakes, roasts, 


boils, toasts, frys, etc.; solid alumi- 
num with lustrous finish; 2-heats: 
high 750 watts for all cooking pur- 
poses, low 280 watts for keeping 
food warm; large deep bowl 113 
in. diam.; a.c. or d.c. 110-120 volts, 
4 separate parts—large aluminum 
bowl with element, aluminum platter, 
wire grill and cord set with 2-heat 
plug. Mastergrill may also be used 
as heater.—Electrical Mer- 
chandising, January, 1938. 
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START THE NEW YEAR RIGHT 


| RID OF CORDITIS" 


If yours is a modern electrical appliance 
business, it’s time you exterminated 
CORDITIS. Your customers are modern, 
too; they know that old fashioned cords 
on old fashioned appliances give them 
grief. To them, a Belden Electrical Cord 
is a sign of modern equipment—and trouble-free service. The manu- 
facturers from whom you buy can easily supply Belden cords—give you 
this plus sales volume—and cut out your costly calls to service Corditis 
afflicted cords. Specify Belden because it’s either Belden or BUST. 


“CORDITIS 
—a dangerous disease of 


electrical cords; the symptoms are frayed wire and 
broken plugs. It causes severe mental irritation 
and violent nervous disorders among electrical 


appliance users. 


Prevented by 
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BARTON Washers 


The Barton Corp., West Bend, Vi ij Ke 


Models: C7 and C8. ; 
Selling Features: Barton's 


“1710 extra water currents a minut ing 
is incorporated in these models é& hin 
signed by Brooks Stevens; modem} 
istic Lovell automatic drain rever; tal 
wringer, chrome plated push-bar r: fol 
lease and feed shelf; adjustable pres eit 
sure and pressure reset lever; w! vil 
finish with red trim; chromiw sh 
strips on tear-drop legs.—Electricf co 
Merchandising, January, 1938. an 
ca 

v 
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to 

BURGESS Shovel-Flashlight 
Burgess Battery Co., Freeport, | he 
Device: Flashlight with special pe 


tachment for coal, snow shove 
and garden spades. y 
Selling Features: Equipped with 
size “D” battery cells, a “bull 
eye” floodlight lens, tarnish pri 
reflector; GE Mazda bulb (2: 
volts) provides wide beam; clam 
device equipped with 2 rubber rol- 
ers for easy removal from shove 
center portion of black-enamelei 
cylinder shell is ribbed to giv 
spring-clamp attachment a firm grin 
Electrical Merchandising, January, 
1938. 


De 
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PRIMA Washers 
Prima Mfg. Corp., Sidney, Ohio 

Models: Deluxe Spin-Dry No. 938 
Deluxe wringer model 538. 

Selling Features: Spin-Dry tub 23 in 
dryer tank 12$ in.; tub and dry: 
white vitreous poreclain enam 
Wringer model equipped with 23 
tub ; streamlined “Super Neve: 
Crush” wringer; white vitreous por- 
celain enamel tub. — Electric 
Merchandising, January 1938. 


| 
| | 
| 
\ 
RICAL CORDS 
| 
CS 


-arade |} The Product Parade 


hers f KELVINATOR Ironers 


Kelvinator Div., Nash-Kelvinator 
Bend, Wily Corp., Detroit, Mich. 


n’s patente’ pModels: Four 1938 models retain styl- 
ats a minut ing and mechanical design of last 


» models year’s design. 
ns; modem} Selling Features: 3 fully automatic 
lrain revers table models with closed end panels ; 
push-bar r fold-down shelf can be attached to 
ustable pre either end for extra space; Kel- 
lever; wl vinator Super hard-chrome plate 
chromiupg shoe can be tilted back, providing 
;s—Electrico§§ convenient working area; knee lever 
, 1938. and finger-touch button control; 


cabinet model 99A has an acid re- 
) sisting porcelain table top hinged 
with balancing arm which permits 


. top to swing back and down; ther- 
lashlight mostats at each end of shoe control 
reeport, I! heat—high, medium and low; lock- 

. ing device on noiseless, rubber cast- 
| special af) ers prevents ironer from moving 
1ow shove) when in use; white enamel finish. 

| —Electrical Merchandising, January, 
yped with 1938. 
a “bull Vv 
arnish pri 
eam; clam » 
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K-M Grill 
The Knapp-Monarch Co., St. 
Louis, Mo. 
Device: Improved grill stove. 
Selling Features: Heating element, 
similar to that used in electric 
ranges, provides full surface con- 
tact with cooking utensil, gives 
quicker heat and retains heat for 
30 min. simmering, the manufac- 
turer claims; easy to clean; 2 
switches for various heats; chrome 
finished top, black frosted enamel 
base; available with double or 
-_ single 6 in. unit—Electrical Mer- 
chandising, January, 1938. 
Iney, Ohio 
ry No. 938 v 
538. 
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6-Volt Battery Charger 
Wind-Power Mfg. Co., Newton, Iowa 


Device: 6-volt battery charger for use 
with 32-volt farm lighting plants. 


Selling Features: Charges from 1 to 
10 amperes, depending upon number 
and size of lamps used, which makes 
it possible for owners of 32-volt 
iarm lighting plants to charge one 
or several 6-volt auto or radio bat- 
teries at the same time; plugs into 
any outlet—Electrical Merchandis- 
tig, January, 1938. 
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How frequently, on examining some article or piece of 
equipment, you're told that “It’s made of Aluminum.” 
New product or old one modernized? Is it fabricated 
entirely of Aluminum or with strategic parts made of 
this lightweight, high strength material? No haphazard 
selection of metals is responsible for decisions to use 
Aluminum. The reasons are here: 


LIGHT WEIGHT WITH STRENGTH... Chief among reasons for the widespread adoption 


of Aluminum is its light weight — about one third that of steel. Handling is made 


easier, mechanical problems are simplified, life of the product is lengthened, main- 


tenance reduced. 


Alloys developed by extensive research give Aluminum properties to suit exacting 


requirements. Strengths within a wide range of limits are available, and other proper- 


ties are likewise varied according to the need. 


SUPERIOR HEAT CONDUCTIVITY ... Aluminum is an excellent conductor of heat. 


Where ice trays and grids are made of Aluminum, faster freezing is obtained because 


the heat is carried off more rapidly. Aluminum’s faster, more even distribution of 


heat gives increased economy also in ironing and cooking, plus greater safety and 


superior results, 


RESISTANT TO CORROSION . . . Aluminum has the ability to withstand the corrosive 


attack of the atmosphere, of many gases, chemicals and compounds. In process 


equipment, in consumer goods, this property of Aluminum is safeguarding quality, 


assuring long life. 


FINE APPEARANCE .. . A wide variety of attractive finishes are obtained with Alumi- 


num. The finishes are lasting. Effects are novel. Aluminum products have sales appeal. 


As designer, manufacturer or distributor, you profit through these advantages of 


Alloys of Aleoa Aluminum. ALUMINUM COMPANY OF AMERICA, 2160 Gulf Building, 


Pittsburgh, Pennsylvania. 
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Holding attention close to the sales story is not 
easy. The prospect may throw the best rehearsed 
presentation off the track by an irrelevant ques- 
tion. And her interest is hard to recover. 
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1 Buffalo, Niagara and Eastern Power Co. heme 
has found an answer to this sales problem wes. aS 4 this 
by a neat portfolio with the range story on real 
Kardex cards... 2 In logical sequence the 
toll 

sales features are presented . . . 3 Helps 


By 
the salesman remember and gives him a chance to expand on any : a 
features of unusual interest . . . 4 Photos of actual range users in 
her own neighborhood ... 5 She can call women she knows for con- ; “ee con 
firmation . . . 6 A logical sequence of sales presentation, and no of 
unanswered questions helps to close the order. " 
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Consumer 
Buying Preferences 


CONTINUED FROM PAGE 24 ames 


ance salesman should be remodeled 
be more persuasive. The primary 
sential from both standpoints is to 
aw closer to consumer interest. The 
usewife rules. We of Norge would 
e to contribute our part, out of the 
idings of this fifth Norge market 
tidy, in the essentials which the con- 
mer appears to judge most import- 
bt as buying influences in the selec- 
n of such major appliances as the 
frigerator, washer, range, and ironer. 
would be difficult to argue against 
§@,000 feminine opinions, and the sub- 
quent data is based upon their view- 
pints, not mine. 

We must look the dark horse in the 
ce. In this case it happens to be 
bnsumer interest. Our past years of 
ccessful appliance selling have pro- 
ced a present situation where the 
sumer is dominant. There is heavy 
@turation among certain of the major 
ectric appliances. There is replace- 
pent interest on the part of informed 
sers who, through experience, want 
b buy plus values that provide vital 
ifferences at economical cost. There 
re those who shrewdly buy on a com- 
Barative basis, judging use values more 
jan price. There are those who have 
ever previously owned, newly mar- 
ied, coming into the market inexperi- 
nced from the standpoint of use, but 
who have been made aware of value 
hrough advertising. Consumers, gen- 
rally, are fairly well educated on the 
nerit of household appliances, (with 
he exception of the ironer and electric 
ange) and know definitely what 
hould be possessed in plus value. In 
ny case, the greatest home manage- 
nent interest is to select that which is 
nost modern and efficient, so there 
s that correlative buying shrewdness 
which is certain to express itself in 
938 more than heretofore. From any 
ingle we must recognize that the con- 
umer runs the distributive and manu- 
acturing activity in the appliance field. 
Nothing is more important, in the 
fective delivery of a persuasive im- 
Pression in this more difficult year of 
1938 than to draw closer to consumer 
iiterest. Thus, I suggest the wisdom 
fa pattern, in manufacturing, adver- 
ising and promotion to fit the declared 
tlements which constitute the main 
uying influences that are specifically 
stated and analyzed in case reports in- 
volved in the consumer section of the 
Norge survey. From one viewpoint, 
it would seem that we should keep 
this information for our own use. But 
irom the angle of “what benefits one, 
benefits all”, we are happy to provide 
this statistical data to the industry; our 
tealization being that so many indus- 
‘les are sparring for the consumer 
dollar that it is not a consideration to 
ve selfishly concealed by us. Rather, 
there is the necessity for each factor of 
the appliance industry to cooperate in a 
continuous drive to capture its part 
of the consumer dollar, in the face of 
Competition from other industries. 
We asked these consumers to de- 
tlare the buying reasons that would 


(Please turn to next page) 


January | starts a new series of attractive deals, early 
year specials, new appliances and a barrage of con- 
sumer advertising and publicity that will make General 
Electric Heating Devices easy to sell in the new year. 


Magazines with a direct circulation of over 25,000,000 
and an estimated readership of over 100,000,000 a 
month will tell almost every family in the nation that 
General Electric manufactures a complete line of 
quality Heating Devices. 

Hard-hitting folders and sales-compelling displays are 
available for your use. 

All this—to support you and your salesmen—to make 
your jobs easier and more profitable every month of 
the year in 1938. Be sure to sell the heating devices 
that carry the G-E guarantee tag. 


House: 


Stock and promote the General 
Electric line of Heating Devices. 
Sign up now with your General 
Electric Distributor for your ini- 
tial stock order for 1938. Sell and 
promote this accepted line of 
quality appliances. 


GENERAL 
ELECTRIC 


HEATING DEVICES 


APPLIANCE AND MERCHANDISE 
DEPARTMENT, BRIDGEPORT, CONN. 
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TAKE YOUR BUSINESS 


YOUR PROSPECT! 


THIS SALES ROOM ON WHEELS IS A JUMP AHEAD OF COMPETITION 


TAKE YOUR BUSINESS TO YOUR 


Westinghouse Electric 
Supply Co takes 
their merchandise right 
to the customers store. 
nd built by 
Indian’s Commercial 


Division this trailer 

ulesroom carries a 
full line of merchan- 
dise from washers to 


Today profits come from more 
intensified selling. And to accom- 


plish greater sales efficiency 
Sales Managers are adopting 
trailers. Indian, the outstanding 


maker of trailers, has a Com- 
mercial Division equipped to 
design and build any type of 
trailer necessary for your busi- 
ness needs. Whether you operate 
a retail store, a wholesale busi- 
ness or a factory, Indian can 
render you a complete, efficient 


PROSPECT WITH AN 


and economical service. Why don’t you 
adopt this most modern method for more 
intensified and more profitable selling? 
Write for booklet and floor plans show- 
ing Indian commercial trailers or ask 
our Engineers to make recommendations 
on your specifications. 


Address Commercial Division, Department 301. 


INDIAN TRAILER 


2338 South Indian Ave., 
Phone Calumet 5940 


U. 8S. A. 
“Traileo Chicago” 


Chicago, 
Cable 


INDIAN TRAILER 
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Consumer 
Buying Preference 


CONTINUED FROM PAGE 121 


most influence them in the decision of 
1938 purchase, and the following tabu- 
lations reflect the analysis of their 
answers. Inasmuch as these national 


| studies have continued for the past 


five years, a comparison of trends is 
significantly possible. 

From the standpoint of electric re- 
frigeration, the results are: 


FACTORS THAT WILL INFLUENCE 
1938 REFRIGERATOR BUYING 


DECISION 

1933 1934 1935 1936 1937 
Convenience . 16.2 16.6 26.3 20.0 25.7 
Used Savings (seeeconomy) 17.0 16.5 15.0 
Mechanism .... 15.4 15.3 14.6 164 18.6 
Economy ...... 31.5 31.0 14.0 11.4 7.9 
10.0 11.7 10.4 10.2 10.3 
85 7.1 64 68 
62 69 46 46 40 
Price ... eee 5.0 02 25 2.0 
Appetite Appeal, .... «++ 
Other Reasons... 12.1 114 65 10.6 59 
Average number 
of reasons given. 1.22 1.43 1.35 1.40 1.38 


It is interesting to observe, against 
the normal tendency of the salesman 
to overtalk by stressing too many 
points, that the factors of consumer 
interest center around eight influences, 
If the merchant and salesman will 


build his presentation around these 


buying reasons, finding the single 
dominant idea that is closest to the 
prospect mind, he will most certainly 
win a sale. 

The dominant consumer interests in 
the 1938 purchase of a refrigerator 


| will be convenience, mechanism, econ- 


omy and use savings with definite em- 
phasis on company standing, dealer 
reputation and beauty. It is interest- 
ing to recognize the small part which 
price plays in consumer estimation; in- 
dicating that the tendency toward price 


| chiseling which is forcing concessions 


throughout 
wrong. 
Consumer interest in relation to 
factors that would most influence the 
buying decision for a kitchen range 
are expressed in the following table: 


the country is entirely 


FACTORS THAT WILL INFLUENCE 
1938 RANGE BUYING DECISION 


1935 1936 1937 
23.5% 23.1% 21.4% 
ORS 22.2 20.3 20.4 
Convenience ......... 16.6 15.7 13.8 
10.0 9.8 10.4 
8.4 9.2 10.6 
5.1 5.9 7.9 
Flavorful Cooking.... 4.2 1.5 1.5 
Use Savings 3.5 3.2 3.6 
2.3 3.1 2.7 
1.4 2.4 1.4 
Mechanism . 1.1 1.3 1.3 
0.5 1.1 0.2 
All others...... 3.5 5.8 
Average number of rea- 
sons given.......... 38 1.42 1.44 


The foregoing tabulation indicates 
that there is no major change during 
the past three years in the controlling 
influences that have most to do with 
the buying decision. Economy, effi- 
ciency, convenience, beauty, cleanliness 
and the reputation of the maker are 
the leading factors. In fact, better 
than 83 per cent of the total persuasive 
power is centered around these six 
factors: Again, it is interesting to 
know the low rating which consumers 
place on price. 

The electric washer, from the stand- 
point of consumer interest, shows the 
following factors which would most 


| influence the buying decision of 1938: 
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BETTER JOB 


A Gilmer 
V-Belt is never 


skimped! 


Full Size 
Full Width 


Full Thickness} 


A Gilmer Belt 
runs right in 
the groove... 
a Gilmer does 
not turn over 


BRUTE-STRONG 
FULL-BODIED 
MINIMUM STRETCH 
GILMER BELTS RUN 
QUIETLY UNDER 
PULSATING COM- 
PRESSOR LOADS 


Get the belt that fits 
the job...Get Gilmer, 
the only V-Belt with 


THOSE 5 Famous 
FEATURES 


Solve YOUR 


V-BELT PROBLEMS 
with the Gilmer 
Catalog. Get your 
Free Copy today. 


L. H. GILMER CO. 


Tacony, Philadelphia 
The Oldest Firm of Rubber Fabric Belt Specia! »'s 


Li 
Gl 


Cash In With the Sheer 


gs Portable Room 
HUMIDIFIER 


There is a big demand for a portable room 
humidifier at a reasonable price. The Sheer 
Humidifier fills this demand in great style. 
The bowl is stone and enameled in black 
with the metal parts finished in chromium. 
Its beautiful appearance fits into the fur- 
nishings of the office or elaborate or modest 


The Sheer Portable Room Humidifier is 
extreme in simplicity. Has only one moving 
part and only one place to oil. 

easily cleaned in 2 minutes with a pipe 
cleaner. Excellent for use in districts hav- 
ing high alkali water content. No switches 
or heating elements to go wrong. Requires 
little more electricity than an electric clock. 
Runs ONLY on 110 A.C. 60 cycle Current. 
No extra service required later. Sold on 30 
day trial with one year replacement guaran- 
tee of defective parts. 

The low cost of the Sheer Portable Room 
Humidifier puts it within the reach of nearly 
every household. It is easily demonstrated 
on a few minutes notice. 

The Sheer Humidifier atomizes the water, 
circulates and washes the air in the average 
room up to 2} times every hour. It is 16 
inches wide — 234 inches high—holds 5 
quarts of water and shipping weight is 
approximately 30 pounds. 


GET FULL INFORMATION NOW! 


| When writing state The Sheer Portable Room Humidifier will fill a new 
| whesher you are place in your line of Air Conditioning equipment. Let 
Deal us send you full information with attractive discounts. 

mp4 Write today as the season for the sale of this type of 
Distributor equipment is here RIGHT NOW. Delay will mean 
Utility Mdse. Mgr. the loss of many sales. 


SHEER CO. 


CELINA Portable 
Tubs 


Jess) 


Belt 
t in 


Lists at Only $27.50 


F.O.B. Quincy, Ill. 


DEPT. EM. 
Quincy, Illinois 


PRESS PANTS 
COAT COLLARS 


@ BUSY MEN 


Save time. Press 
clothes in a few min- 
utes with an Empire. 


@ THRIFTY MEN 
Save pressing bills 
and wear on clothes. 


@ WELL GROOMED 
MEN 


Modern as 
your 1938 Washers 


IG, full size, high oto, 

quality tubs that sell % e 
well on their own and 
make a most attractive com- 
bination offer to help pro- 
mote your washer sales. 
Thoroughly modern in 
construction and design. 
Colors to match most lead- 
ing makes of washers. 
Strongly built, smoothly 
constructed, durably finish- 
ed. Rigid frame, large prac- 
tical casters and many other 
desirable features. Ship 
nested—which means a fine 
saving, both in transporta- 
tion costs and storage 


Keep clothes well 
pressed at all times. 
Easy to use at home, 
in office or when traveling. 
No wet cloth required—no 
board—no bother! Just 
Empire in any 
socket, AC or DC, and 
you're all ready to press. 
Weighs only 10 ounces. Comes in neat 
traveling box, complete with 6-foot Under- 
writers’ Approved Cord. $2.00 at stores or 
pestpaid on Money-Back Guarantee. Circular 
tee. 


A FINE, FAST SELLING ITEM 
Packed in attractive gold-and-black display 
boxes. 


Above is one of the advertisements in 


© Esquire © Life space. Gives more value 
* Saturday Evening Post ® Look for the money. 
* Collier’s © True Story 


CELINA Portables are real merchandise. They offei 
big value for the consumer — excellent profit for 
dealers and jobbers. Write or wire for complete 
description and prices. 


The Celina Mfg. Co 


and other magazines, that is sending customers 
to dealers to buy the Empire. 


Order from your Jobber or Sample 
sent on Memo. 


EMPIRE ELECTRIC CO. 
Dept. B 


Co. 


STEEDS, 
CELINA 


li hi 
Specia! 5's 807 Main Street Cincinnati, Ohio Celina, Ohio 
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FACTORS THAT WILL INFLUENCE 
1938 WASHER BUYING DECISION 


1935 1936 1937 
Cleaning Ability . 15.5% 18.4% 18.6% 
Durability of Mechan- 
14.2 14.3 15.1 
Convenience ......... 11.3 12.0 10.2 
err. 11.6 10.2 12.0 
Easy on Clothes...... 9.9 9.3 11.0 
Use Saving. . 7.5 
7.0 6.0 7.4 
6.3 7.0 5.7 
er 3.8 3.7 2.1 
Labor Saving...... 2.5 2.8 
7.2 4.7 4.1 
Average number of 
reasons given....... 1.42 1.42 1.45 


Here again, we see the simplification 
of selling points required to present a 
powerful story, tailored to consumer 
interest, in that cleansing ability, dur- 
ability of mechanism, speed of washing 
action, convenience features, ease on 
clothes, use savings and company 
standing, constitute 81.8 per cent of all 
factors that would most influence the 
1938 buying decision. And again it 
is disclosed that price is an irrelevant 
factor. 

In the case of electric ironers, still 
somewhat short of the threshold of ex- 
pansion, the average homemaker is not 
informed and needs more education. 
It seems feasible to interpret the fact 
that she does not lack confidence in the 


mechanical ability of the ironer, but | 


rather lacks confidence in herself in 
using it. In the old days, too often, 
because of the dramatics of a demon- 
stration, the ironer salesman thrust her 
into the problem of ironing frills, cur- 
tains, shirts before she had had an 
opportunity to discover the ability of 
the ironer to save her time and labori- 
ous circumstance in relation to flat- 
work. It is apparent that the appliance 
salesman must be an educator if he is 
to sell ironers successfully. He must 
teach women that they can escape from 
the most arduous homemaking chore 
through ownership of an ironer, but it 
must be on an evolutionary basis in 
which they are gradually introduced, 
through manipulation of the product on 
simple flatwork, on through the intrica- 
cies of a complete ironing job. Time 
saving, labor saving, better results, 
convenience and economy are the four 
dominant factors with a rating of 88.6 
per cent that would cause the average 
homemaker to purchase an electric 
ironer as shown in the following tabu- 
lation: 


FACTORS THAT WILL INFLUENCE 
1938 IRONER BUYING DECISION 


1935 1936 1937 

Time Saving......... 26.9% 25.9% 25.5% 
Labor Saving.... 47.0 38.0 34.8 
Better Results. ...... 11.5 11.7 9.8 
Convenience ......... 10.2 
Appearance .......... 0.8 
1.8 13.0 8.3 
Dependability ........ 3.8 
Maker and Dealer.... 0.8 6.8 4.9 
2.2 1.4 0.6 
3.0 1.7 1.3 
Average number of 

reasons mentioned. . 2.94 


In the recapitulation of findings it is 
interesting to observe the low impor- 
tance of price as a buying factor 
among all appliances. The merchant 
and salesman believe it to be far 
greater than does the consumer. 

Further, it is emphatically important 
to stress the fact that there can be a 
simplification of talking points in each 
of the major appliances, since the buy- 
ing reasons that would most influence 
the purchase are far less in number 
than the average salesman talks about. 

(Please turn to page 125) 


This is what ETL 
means by 


CERTIFIED 


ON THE TAG on 


Better Sight Lamps 


We measure total light output on 
I. E. S. Better Sight Lamps since 
this shows the overall efficiency 
of a lamp. 


We inspect the lamp, disassembled, 
to uncover obvious flaws in good 
construction. 


We test the density of reflectors 
. . . along with many other points 
(a total of 54 specifications) to 
assure properly designed lighting, 
electrical safety and mechanical 
| soundness. The tag is a sign 
| of constant testing . . . which 
helps protect your customers. 


ELECTRICAL 
TESTING 


LABORATORIES 


80th Street and East End Avenue 
New York, N. Y. 
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UNDISPLAYED RATE: 


$1.00 per line per insertion. Minimum 
eharge $4.00. (First line in small black 
face type.) Fractions ef a line count 
as a line Discount of 10% if full pay- 
ment is made in advance for 4 con- 
secutive insertions ef undisplayed ada 


Parts, Services 
AND Accessories 


DISPLAYED RATE: 

1 inch $12.00; 4 inches $11.50 per in.; 8 
inches $11.00 per in.; 12 inches $10.50 
per inch. (An advertising ineh is 
measured vertically on one column. 
There are 4 columns—4% inches te a 
page.) 


HARRY ALTER'S 


Cataiog No 121 jan.Feb, 19: 


ranges, patented 
rad kitchen cabinets with Complet 

ORANGEVILLE fully rubber up- out. Made in convenient sizes. Write 
holstered trucks. The only truck with for details and prices. 


ORANGEVILLE MFG. CO. 


quick cl 
ely rubber upholstered through- 


nufacturera complete line of Floor Trucks 


GUARD 
PROFITS 
with 
SAFE 
HANDLING 


lange ratchet nose. 


ORANGEVILLE 
(Columbia Co.) PENNA. 


NEW 1938 


FREE! 


“HOT SHOTS” 100-Page Catalog 


For Vacuum Cleaner Repairmen, Electric Shops, 
Appliance Dealers, Furniture Stores, etc. 


* High Quality Vacuum 
SAVE ON ! Cleaner Parts 
RENEW" Rebuilt Vacuum 
* Guaranteed Armature Rewinding 


* Vacuum Cleaner Rebuilding 
* Nationally Advertised Radios & Appliances 
SWEEPER 


RE-NEW  comeany 


9591 Grand River, Detroit, Mich. 


Pads, Covers and Bag 


Electric mangle pads and covers, all types. 
Washing machine ers, electri heating 
pads cuum < aner bags—all types. Ohio 
Textile Specialty Co., W. 654 Street, Cleve- 
land, Ohio. 


$500,000 GENUINE 
MAJESTIC-GRIGSBY 
REFRIGERATOR & 


RADIO PARTS 
FOR MODELS 
SEND FOR PRICE LIST 
G&G GENUINE MAJESTIC RE- 


PRIOR TO 
1936 
FRIGERATOR & RADIO PARTS SERVICE 
5801 W. DICKENS AVE. CHICAGO, ILL 


TEED 16 MONTHS. 


Vacuum Cleaner Repair Men 


Make every job show you a bigger profit by using 


Saper’ replacement parts. Priced to bring you 
re savings—quality and service guaranteed. 
Write for Catalog No. 11 just off the press—48 
pages of “Saper Specials’’ that have made satis- 
fled customers from coast to coast. Address Dept. M. 


THE HAROLD E. SAPER CO. 
806 West Washington Blvd. CHICAGO 


“KEEP IT RUNNING" 


Satisfactory operation is a real contribution to 
ustomer satisfaction. “Keep it running’ and 
she'll come back. It’s the repeat sales that count. 
Parts, Services and Accessories can play an 
important part in building your business. It can 
you posted on where to obtain your require- 
ments in keeping your customers’ appliances in 
good running order. 


EMPLOYMENT : 
SELLING : 


SEARCHLIGHT SECTION 


"OPPORTUNITIES" 


: MERCHANDISE 
: BUSINESS 


with large f 


Premium Firms, 
Jersey Delaware, 
lumbia. Desires 
ssion basis. At 
y known manu- 
ble to finance self. 
FRANK Jj. SHEERIN 
Sproul Road & West Chester Pike, Broomall, Pa. 


“B-A” serves the trade with every need te 


radio—complete 160-pege catalog of nw 
tionally known radic receivers, public 
dress, parts, supplies and equipment. Or- 
dere shipped same day received. 


COMPLETE CATALOG AVAILABLE 


BURSTEIN-APPLEBEE CO. mo 


To Manufacturers of Electric 
lroners ... Washers... Ranges 


Who are interested in building private 
brand merchandise for a national sales 
outlet. Please communicate at once with 
Edward L. Sedgwick Co., 58 E. Wash- 


ington St., Chicago. 


NEW ADVERTISEMENTS 


and changes of copy must be received 
by the 3lst of the month to appear in 
the issue out the following month. 
Address copy to The Departmental 
Advertising Staff 
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Consumer Buying 
Preferences 
CONTINUED FROM PAGE 13 = 
This points to the importance of ascer- 
| taining and centering upon the “single 
| dominant idea.” 
Finally, we must recognize that we 
are in an era of comparative buying 
by shrewd shoppers, who tend now to 
look at more competitive models than 
ever before. From the refrigerator 
| standpoint, where they looked at 1.22 
makes in 1933, they now look at 2.07. 
Py From the range standpoint, in 1935 
I Y 0 U b e 0 UT | N they looked at 1.38 makes, they now 
74, 75 look at 1.44; having owned ranges for 
12 so long they are probably not as aware 
of new developments in that field as 
in refrigeration. 
This increase in comparative shop- 
ping is also true in washers. Where, 
= | in 1935 they would look at 1.42 makes, 
8, 89 they now will look at 1.45 makes. 
Cover W | TH With this growing trend toward 
iz comparative shopping there is the need 
; for development of vital use values and 
25 | Two fan lines that have dependable performance, — | use savings, that will provide some | 
appearance, and moderate prices. Here =” — “a - | powerful consumer attraction if the | 
uct. They have everything it takes to ma 2 Gam, poo market is to be energized more force- 
able sales and satisfied customers . . . Write now for | fully in 1938 
9 6 Signal’s 1938 merchandising program. The great opportunity before mer- 
. | chants and salesmen is to know the 
97 SIGNAL ELECTRIC MFG. CO., Menominee, Michigan | product, and its ability to finance itself 
r Offices in all principal cities | and to see the greatest number of 
10! | people and tell the most persuasive 
94 sales story geared to simplified con- Different — Better 
sumer interest as expressed in the 
| foregoing tabulations. 
124 
A true “eye-eez’ lamp 
es with softer, yet perfect 
an announcement of vital 
103 importance to progressive light diffusion. 
107 
appliance dealers everywhere | 
64 
66 | SAVE offers you 2 spe- 
- | cial assortment deals, 
complete with valuable 
124 h di di \ 
44 mercnangadisin isplays. 
PLANNED PROFITS ARE PART AND | liens 
PARCEL OF CADILLAC’S DEALERS | 
124 SALES PLAN IN 1938-IT'S DEFINITELY |. WIND DRIVEN and NOW 
125 A CADILLAC YEAR TRANSLUCENT COLOR 
124 There's definite, tangible appeal in Cadillac's POWER PLANTS in NATURAL GLASS 
123 two new Streamliners which offer true stream- Exclusive SAVE devel mt 4 
lined beauty without sacrifice of light weight a ae Se 
125 @ lire 9 g 
or convenience to operator—something every Get in this big new profit field—sell supply trade demand for more at- 
87 housewife has wanted. She gets it in Cadillac ~ gy BO Ok tractive decorative lighting. Beau- 
33 at a price that guarantees quick sales to you. From the Wind” tiful gem-like colors. Greater, 
: Cadillac's national advertising has been stepped With farm buying power greatest in smoother diffusion of softly glow- 
104 up in size and volume, insuring a coverage of | na A gg a sew ing light from entire bulb. For ex- 
ms 18,000,000 readers—housewives with money to vast new market for farm lighting terior or interior. Types and sizes 
122 buy. Our local tie-up leads these prospects plants. Get your share. Write today a eae ial 
direct to your door. a on our pore profit- for home lighting or commercia 
displays. Cost no more than ordi- 
New, effective point of sale and direct mail (Don’t forget, every AIR-LITE sold Sia Specify SAVE 
advertising consisting of colorful, attention- of batteries, wiring, nary colored lamps. SAV 
57 commanding window displays and posters, at- amps 
@ tractive folders and mailing pieces, mat ads for 
local advertising, etc., are available free and in A Model for Every Need Write your jobber today 
0, 71 For full particulars tricity. 
59 write to Write 
9 CLEMENTS MFG. CO. eo 
ewton, lowa 
125 6650 So. Narragansett | 
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Farm Markets 


To the Editor. 

It was somewhat of a shock to open 
the November issue of Electrical Mer- 
chandising and learn that “Farmers 

.. (are) slow to let appliances do the 
work.” 

The figures quoted by Mr. Black- 
burn showing the percentage of owner- 
ship (more often referred to as satura- 
tion) set me wondering. Offhand, it 
seemed to me that the reported sales 
(for every appliance owned, someone 
made a sale) totaled up to pretty re- 
spectable figures for a territory em- 
bracing parts of only three counties— 
say, just for a guess, 10 or 12 rural 
trading centers. Taking Mr. Black- 
burn at his word and doubling the 
figures “to get a fair picture of the 
2,900 customers,” it seemed to me that 
2,262 radios, 2,420 irons, or even 404 
refrigerators was pretty fair business 


these Ohio farmers actually are super- 
upper-crust. Here’s some informa- 
tion, gleaned from a state wide survey 
made this past summer by our client, 
the publishers of Ohio Farmer, and 
its sister publications, Pennsylvania 
Farmer and Michigan Farmer. Two 
thousand and sixty farmers told, in 
detail, just what electrical equipment 


they intended to buy. (See table 
below.) 
Compare these saturation figures 


with saturation in the urban market as 
estimated in January Electrical Mer- 
chandising. The farmers do not seem 
so slow; in fact, they far surpass their 
city friends on may important items 
—glance at ranges and water heaters, 
for example. 

Still another index of rural purchas- 
ing power compared with the urban 
market is contained in the monthly re- 
tail sales indices released by the U. S. 
Department of Commerce. Steadily 
during 1937, sales of general mer- 
chandise in small town and rural areas 
have shown an increase over the cor- 
responding index for city department 
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ances 


for a period of six months to a year. 
Still curious, I hauled out the Janu- "OTe ber Electrical Appliance Saturation 13 
ary issue of Electrical Merchandising 131.5, as compared to the department Statistical Analysis of Market and Sales Trend— 
and looked at the table of estimated 40:6 index of 95 (based on 1929-31 as 1936-7 14 
- . October remains at 131.5 for Review and Fore 
the urban market. Comparing these 4:31 sales, while department stores Washers val 
figures with the percentage of owner- dropped to 93. If farmers are not buy- 2 
ship (saturation ) reached on these 2,- ing electrical equipment, it evidently is 
900 farms in less than one year was because the farm implement, automo- 12 
the Pioneer Rural Electric 0-operative dustry in the battle for the farm dol- 
make this comparison: In closing, it seems to me that Mr. 18 
Blackburn’s figures are accurate, but Survey for 1937. 19 
‘ hi hasi d int s Ity. report from 118 power companies on the horse-power load in air 
Appliance Urban % Pioneer Co- conditioning added to their lines during 1937 with a comparison 
. operative % not going to buy every type of appli- | bats + Market 
Washers 53 66 ance and equipment as soon as the mporranr viarkers gS ry. 
Irons 93 83 high line connection is made. It is _ hea ae 26 
true that some overrosy pictures have 27 
Clans tarily, any more than do their city 35 
Instead of being just “upper crust” Fuller & Smith & Ross Inc., Cleve- 
Michigan Pennsylvania Ohio Washington and Eastern Oregon 63 
% % % % % % Seattle and Northern Washington 64 
Intend Intend Intend Reading and Eastern Pennsylvania .....................00.0000. 73 
Electric Washing Machine . 84 8 91 87 4 Denver, 
Water System ............ 31 19 52 9 38 9 Conventions of 1938, " 
Electric Refrigerator ...... 33 25 “6 4M vy 6M With Fairbanks-Morse at Indianapolis.........................-. 95 
Electric Range 14 2 866 14 6 With Leonard Men at 99 
¢ : Consumer Buying Preferences By P. 8. Zimmerman......... 24 
Electric Roaster .......... 9 4 9 1 8 2 chousti 4 
Sleststa Pacnnintor 18 4 24 5 14 3 The results of an exhaustive survey on what the public wants in 
‘ electrical appliances during 1938. 
Electric Toaster or Grill.... 62 4 55 1 49 3 * : 
56 10 68 7 Coming in 1938! By G. E. 78 
Portable Electri Hy alight b 5 2 2? 1 14 2 G. E. Stedman outlines the ten important articles on the rights and 
wrongs of sales training he will bring you in ‘38. 
t ater 
7 5 3 A Yardstick for Lighting Sales w. Commery.. 
gine gigs Be = Ohio Public Service find the dollars and cents answer to a lighting 
Electric Brooder .......... 4 17 7 8 2 The Product Parade... 
Motors (Under 2 H.P.) .... 18 9 54 5 43 6 
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